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Many lines are priced right .. . but in your 
consideration of a high quality fashion 
line, to retail at $8.50, there is one impor- 
tant factor you should demand as part 
. LINE PRESTIGE. 


of the proposition . . 


Line Prestige and consumer acceptance 
are integral parts of the Peacock propo- 
sition . . . and real assets for a retailer 
who wants to sustain and increase his own 


local prestige. 


Peacock Shoes enjoy a splendid reputa- 
tion . .. built up over a period of years 
by unwavering standards of quality, dis- 
tinctive style, and perfect fit. - These 
qualities which have earned for them their 
line prestige are also responsible for the 


high percentage of repeat sales which 
Peacock dealers find so profitable. 
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PEAC°CK SHOES “ONE OF AMERICA'S FOREMOST STYLE NAMES” 
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THE VOICE OF 


ARRY EDISON, president Edi- 
son Bros. Stores, Inc. (St. 
Louis) : 

“Our company accepted and sup- 
ported the President’s blanket code 
in principle as well as in fact, and 
then did likewise under the retail 
code laid down for our industry. 





This code has by no means shackled 
our business, and we are happy to 
accept the higher operating costs of 
the NRA if that be our contribution 
to recovery. If it be a fact, as Gen- 
eral Johnson once remarked, that 
400,000 small retailers have been 
driven out of business because of un- 
ethical and unfair trade practices, 
then there is all the more reason for 
every retailer to support the NRA 
and everything it stands for. 

“The NRA and the PWA interlock 
and constitute definite action by 
President Roosevelt to put purchas- 
ing power into the pockets of those 
to whom we all must look for busi- 
ness recovery. There is nothing in 
the NRA to weaken competition 
which is in the interest of the public 
itself... . Our company has con- 





tinued its expansion program solely 
from earnings, having added 13 new 
stores during 1933. Sales volume 
has shown a gratifying increase in 
a majority of our 75 stores. We 
believe there will continue to be a 
good demand for merchandise which 
is correctly marketed and honestly 


priced.” 
* * * 


J. CORT, president 

* Shoes, Inc. (Cleveland) : 
“The year 1934, in my opinion, 
will show a definite improvement in 
business. This prediction is based 
on my company’s experience during 
1933 and also on a sincere belief in 
the ultimate success of President 


Cort 








Roosevelt’s efforts to bring about 
recovery. 

“The citizens of our country 
should be thankful for the NRA and 
all other similar efforts of the ad- 
ministration. When these programs 
were launched, we had nothing to 
lose and everything to gain, while 
the unemployed had nothing and 
there were too many of them. It is 
a lasting tribute to our courageous 
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THE TRADE 


President that millions of workers 
have been reabsorbed into business 
and industry during the last three- 
quarters of 1933.” 


* * * 


LYING BILL DeWITT made 
the following recent air trip: 
Auburn to Cleveland to Columbus 
to Indianapolis to Terre Haute to 


ls A PLEASURE 
ji 
Wh 
Ko 
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St. Louis to Joplin to Tulsa to Okla- 
homa City to Fort Worth to Waco 
to Austin to San Antonio to Browns- 
ville to Tampico to Mexico City to 
Cuernavaca to Taxco to Chilpan- 
cingo to Acapulco. 

He recommends to shoemen to 
see Mexico City, Cuernavaca, Taxco, 
Chilpancingo and Acapulco, if they 
want to see the wonders of changing 
scenery, mountains, jungles and ra- 
vines. 

The trip to Mexico City was pri- 
marily for business, as he started 
a small branch factory there to pro- 
duce Fairy Forms. He says: “Busi- 
ness to me is a pleasure; even 
though we are still going through 
a depression, and as I always try 
to surround my business and work 











with as much pleasure as possible, 
I therefore had a good time.” 


* * * 


ERARD SWOPE, president 
of the General Electric Com- 
pany, says: 

“Now with the codes of fair com- 
petition adopted in many of the in- 
dustries, with the increased employ- 
ment and increased purchasing 
power that has been brought about, 
these activities naturally and un- 
doubtedly will cause some increase 
in prices to the ultimate consumer. 

“The problem of today is to have 
a greater revival in the capital 
goods industry, which has felt the 
increase but little, and with all the 
experiments that are being made 
and the hopeful and constructive at- 
titude being shown, we are looking 
forward with confidence that 1934 
will be a better year than 1933 in 
employment and in industry.” 


* * * 


OR the Forestry Corps in New 

England, Uncle Sam has bought 
1500 pairs of skates, 2500 hockey 
sticks, and 5000 pairs of skis, and 
it is presumed that the skates and 
the skis will have to fit the shoes 
that the husky young woodsmen 


already have. 
* * * 


E. WILLIAM PRESCOTT, sec- 
¢ retary of the Iowa National 
Shoe Travelers Association, who 
covers the State of Iowa with ideas 
as well as shoes, compliments 
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Edwin Manning, Mayor of Ottum- 
wa, with a full page feature di- 
rected against the house-to-house 
peddler, in which the Mayor says: 


“This is a warning to beware of. 


thieves posing as solicitors, sales- 
men or inspectors. Strangers seek- 
ing admittance to premises should 
not be admitted until their creden- 
tials have been checked up and 
verified through dependable local 
firms or persons. 

“In many cases today strangers 
without verified and reliable cre- 
dentials are ‘spotters’ for profes- 
sional criminals and according to 








GOOD NIGHT! 


—I know a fine old firm that manufactures 
a splendid line of shoes. 

—yYears ago this firm was very aggressive, 
had a sizable staff of energetic salesmen, 
and did some good, consistent advertising. 

—Then times changed, but this firm did not 
keep pace with the newer order of things. 

—They traveled less men, they cut out their 
advertising; but they continued to make 
good shoes. 

—There’s hardly a week nowadays but what 
our Inquiry Department receives letters 
asking “Is the Blank Shoe Company still in 
business?”, “Who makes the Blank Shoe?”, 
“Where is the Factory of the Blank Shoe 
located?”, etc. 

—But, these inquiries are gradually becom- 
ing less and less. 

—We ourselves sometimes wonder if this 
good old firm is still in business. 

—Yet the quality of the shoe is remembered 
long after the name of the maker is for- 
gotten. 

—What an opportunity to revitalize a com- 
pany that is rapidly sinking into oblivion. 

—But they do not believe in advertising! 


Secs 6 Toe 





police records lack of caution on the 
part of the householders in ad- 
mitting such strangers often results 
in property losses and bitter ex- 
perience. 

“Do not cash checks or give 
checks to strangers as a down pay- 
ment on an order—often the cus- 
tomer has never received anything 
for the down payment and these 


checks have been ‘altered’ and 
cashed by a third and innocent 
party. 


“Tt’s better to be safe than sorry. 
Be sure you know who the sales- 
man is at your door before allow- 
ing him to enter your home. 

“High pressure—Free gift ped- 
dlers have again been working the 
residential district of Ottumwa— 
Selling all kinds of merchandise— 
using the method of something ‘free’ 
as a means of gaining admittance to 
the home. In case of any suspicious 
person calling at your home phone 
the police department at once—as 
we are anxious to cooperate with 
our citizens at all times. 

“One need not be afraid of of- 
fending the honest solicitor, sales- 
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man or inspector representing a lo- 
cal firm or living here as they have 
their credentials with them and wel- 
come such investigation. That is 
why they are required to carry cre- 
dentials.” 


* * * 


ACOB GROSSMAN of Asbury 
Park, N. J., may be gradually 
growing blind but he can be found 
in his store always with a smile and 
a kind word. In his town he is a 
leader in business and commands 
the respect of all with whom he 
comes in contact. He is known far 
and wide as “Smiling Jake Gross- 
man.” 
He started in business in 1888, in 
a small way—until today his store 
is housed in a beautiful building, in 
service to the public. He is known 
as the salesmen’s friend—who join 
with us in greetings and salutations 
to him for the new year. 
* * * 


TART the new year with a new 

pair of shoes—is one of the 

happy thoughts of the season; and 

if the trade could make it generally 

effective, what a volume of business 

there would be. At any rate—buy a 
new pair for yourself. 
* * * 


REWERY boots make brisk 

business for E. F. Griesbach 

of Winona, Minn. He makes genuine 

hand-made service boots for bottling 
WE GOTTA HAVE 


- BE BEER. 















room, wash room and brewery serv- 
ice. The boots range from 16 to 20 
in. high and from $18 to $20 a pair 
—in the traditional Wellington top 
with very heavy sole, heel and 
vamp. Forty-three years of ex- 
perience in fashioning black 
chrome tanned leather into boot 
tops, comes into play again with the 
return of the brewery. 

We have heard of brew masters 
and now we learn about brew boot 
masters from him. 

* * * 


‘ST T is difficult,” says the Boston 
News Bureau, “to find a busi- 
ness more subject to wide fluctua- 

































tions than the leather business, 
owing to the volatile nature of the 
hide market and the difficulty, 
which has always existed, of obtain- 
ing a degree of cooperation and 
price stabilization in the selling of 
leather. A general over-capacity in 
production has added largely to the 
difficulties and the NRA code has 
not afforded relief from the com- 
petitive situation.” 


* * * 


I-JACKING SHOES—One way 

of the hi-jackers of shoes 
is this. The hi-jacker, usually 
smooth and sleek, introduces him- 
self to the shoe manufacturer on 
the train, at the hotel or elsewhere. 
He expresses a desire to buy shoes, 
if the maker has any on hand. He 
wants them right off. After some 
dickering a price is agreed on, and 
the order signed. The hi-jacker ten- 
ders a check, and requests an ex- 
press delivery. The manufacturer 
calls up the bank, and finds that it 
has a good account in the name on 
the check. The hi-jacker calls up 
the manufacturer, and says he is 
going to send a truck for those 
shoes, instead of having them sent 
by regular express. If his truck gets 
them, that’s the last the manufac- 
turer sees of the shoes, and when 
he presents the check for cancella- 
tion he finds that the signature on 
it is forged. 

cd * & 


TATE factories next? Two shoe 

factories will be started and op- 
erated by the State of North Dakota 
if the plans of Senator Frazier are 
carried out. He says that two fac- 
tories should be able to make all 
the shoes that North Dakota re- 
quires. He also plans for four flour 
mills, woolen mills and other fac- 
tories to be owned and operated by 
the State. He argues that State fac- 
tories will solve the State’s problem 
of unemployment. 


* * * 


ROVER WHALEN, chairman 

of the Retail Code Authority 
of the City of New York, recom- 
mended that the petition of five shoe 
stores in Brooklyn, requesting an 
exception from the maximum work 
week provisions of the code, be 
granted. These stores asked that the 
hour provisions of the union con- 
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tract be retained until the expira- 
tion of the contract next March. The 
maximum hour provisions of the 
Retail Code are 48. In recommend- 
ing to Washington that the petition 
for an exception be granted, the 
Code Authority felt that to ask these 
stores to reduce their working hours 
at this time to conform with the 
Code, would be imposing an undue 
hardship on them. 


* * * 


ILLING a primary need, the 
American shoe industry has been 
able to maintain production at high 
levels in recent years, according to 


The Index. 


“However, if not counterbalanced 
by artificially high costs, renewed 
business activity and concurrent in- 
creases in general prosperity should 
increase the demand for shoes be- 
yond the limits of necessity and en- 
able the shoe industry to share fully 
in the benefits of a general revival. 


“Although both gross and net in- 
come have diminished as a result of 
lower prices, shoe manufacturers as 
a whole, have not fared so badly dur- 
ing the depression as most other in- 
dustries, because lower costs for ma- 
terials and increased efficiency of 
operation have tended partially to 
offset the trend toward reduced 
profits.” 

While domestic production has 
remained at a high level, strong for- 
eign competition lessens the prob- 
ability of any material improvement 
in our export markets for footwear 






Le 
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in the near future. Moreover, high 
tarifis and a depreciated currency 
render unlikely an important ex- 
pansion in America’s purchases of 
foreign shoes. 


* * * 


DMIRAL BYRD may encounter 

icebergs, polar bears and ter- 

rors of the Antarctic wastes but one 

thing is certain—he is not going to 
suffer from cold feet. 

John M. Pelosi, Brockton, Mass., 
factory worker and the son of an 
Italian craftsman of the highest 
order, made a pair of new boots for 
the explorer on his own last and 
heated by ingenious means, the 
secret of which he has yet to reveal. 

That the custom made _ boots, 
lined throughout with soft sheep- 
skin are actually doing a job, may 
be gathered from the fact that in a 
recent broadcast from Byrd’s ship 
—the Jacob Ruppert—the young 
explorer personally paid tribute to 
the young Brockton inventor and 
his new creation, which according 
to Byrd are “just what the doctor 


ordered.” 
* * * 


REE gift items can no longer 

be used as a sales inducement. 
The Code authorities in all parts of 
the country ruled that offering a 
pair of hose free with a pair of 
shoes is contrary to the Code. How- 
ever, it is possible to offer two or 
more related products at a combi- 
nation price. 
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“Ah wants something in a flesh colored evenin’ slipper.” 
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THE RECORDER 
HOLDS A SPRING 


Our meeting was 
held in Radio City, 
where these sketches 
were made. With its 
ultra - modern build- 
ings, its impressive 
Plaza and smart 
shops, this is fast be- 
coming the style cen- 
ter of New York. 
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BoYD 


New Developments as Seen 
Leather Industry and 


ISS VIDA MOORE (who created the custom de- 

signs for the Commodore Style Show—was the 

guest of honor). She brought with her her ballet shoe 

designed for the Ballet Russe; also the famous Cham- 

pagne slipper from which wine was sipped to celebrate 

the opening night. We quote Miss Moore’s ideas about 
low heels—the subject of the moment. 

There seems to be a general opinion that it is difh- 
cult to change from high heels to low heels. Such is 
not the case. If proper support is built into the shoe, 
the change can be made quite comfortably. The last 
must be constructed to give the ball of the foot proper 
balance. 

Once a woman feels at home in low-heeled shoes, 
they give more grace and rhythm to the body than high 
heels; and I feel that once they get accustomed to the 
idea, women will want to wear low heels all the time. 
We are designing low heels for all occasions, but their 
best use now is with sports clothes or evening clothes. 


ISS MOLLIE HURLEY (who specializes in pat- 

tern design for shoe manufacturers). Low heels 

are the big excitement with us too. We have gotten 
many calls, just in the past few days, for patterns cen- 
tered on the new lower heel heights. They start at 8/8 
(no really flat heels) but the chief demand is for the 
12/8 height. That’s the height that will be generally 
worn with shorts and slacks. Many of our customers 
are also asking for toeless patterns. Interest seems to 
focus on these two points this Spring—-heels and toes. 


ISS CHARLOTTE WILLIAMS (with a good 

word on woolens). It’s a surprising thing but 

black is about fourth with us. Navy and beiges head 

the list—then grey—then black. Grey, however, may 
drop to fourth place in later buying. 

Medium light grey tweeds a little better seller than 
is grey in our staple coatings. A tinted beige is bet- 
ter than the neutral shade as it is more becoming—sort 
of a stone beige which has just a tint of rose in it. 
There is still some buying resistance to the flat string 
beiges—particularly in the plain coatings. 

Rust and green are being bought for showroom mod- 
els for first sales. Almond green in tweeds is a staple 
—a good street shade. Greens may come up very rap- 
idly after February. Yellow greens, leafy greens—both 
have a real place. Also dark green prints with light 
green coats. Navy seems to lean toward the purplish 


; i = | dpe cast rather than the straight navy. A lot of yellow will 
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FASHION FORUM. 


by the Stylists in the Shoe and 
Its Related Fashion Fields 


be used—and yellows combined with navy and black, 
etc., are going to be popular. 


ISS ALTHEA RICHERT (Her specialty is vel- 
vet, but she speaks of silk colors in general). 
For Spring, of course, velvet will be less important than 
in the Winter. However, we do expect that it will have 
its accent uses. Our silk velvets will be allied with 
crepes and chiffons. Our cotton velvets will be allied 
with cotton. Velvets will be used in coats worn with 
printed dresses. At Palm Beach velvets are worn with 
printed organzas and plain organzas; also with sports 
clothes. I think that eventually there will be a place 
for velvet all year round. : 

We have prepared a line of 17 new colors, and they 
are the colors of Mr. Mouquin’s wines! These sparkling 
wine shades are going to be very important—yellow, 
green and red (according to Marjorie Howard, who, 
as you know, is now the Paris correspondent of the 
Velvet Guild. We have given these new vintage 
shades appropriate names—from Champagne up the 
scale. 

Blues are also important. There’s a bit of purple 
in the navy blues. Gray blues and particularly sky 
blue (the latter a very excellent Summer color), are 
also going to be leaders. 

As to greens—leaf green will be featured, as will the 
fuchsia shades, combined with grey. 


RS. PAULINE MORGAN (Styling kid leathers 

is her forte). In the finer leathers, blue and 

brown are going to be used in great quantities. Black 

is very popular right now. Beige dresses will be ac- 

companied by brown shoes and blue shoes. Gray in 

two or three shades, in our opinion, is the smartest form 
of the gray shoe. 


ISS RUTH KERR (Who knows the calfskin sit- 
uation). Beige is tremendously important in 
rough leathers. The most successful color is a real 
neutral string shade, called “Hemp Cord.” Gray suede, 
gray novelty leathers, gray calfskin and blue calfskin 
are all selling, used in semi-town and country shoes. 
Most of the grays, I believe, will be worn with less 
expensive costumes. It’s a moderate price proposition 
this year. This is also true of beige. Medium brown 
shades are going to be popular. 


























FRANIK BOYD 


ISS KATE GOLDSTEIN (Who is also an expert 
on calfskin). Because of the lower heels, calfskin 
will have a big season. Another reason for this is that 
perforations in calfskin are very good. Both brown and 
gray calfskin will be seen. A sort of a granite gray 
is selling very well, as well as a darker gray with a 
lighter gray trim. Blue leathers combined with gray 
will be important, because when a woman is wearing 
a gray or blue dress, it will be very simple for the 
dealer to sell her this combination of colors that can 
be worn with either one. 


ISS RHEA NICHOLS (Who covers every phase 

of the kidskin market). Our experience leads me 

to give more emphasis to gray kid than has as yet been 

expressed. In the shoe business we must have a light 

neutral for Spring. Women have learned how to blend 

gray with Spring costume colors in 1933. There is no 

reason why a trend that was as important as this 

fashion was last year should not be 50 per cent as 
important this year. 

Grays will get their best volume in low-priced 
ranges. They will be worn by what I call the “baby- 
carriage” trade—that is, the girls who push the peram- 
bulators and aren’t too critical of their fashions! 

























PUSSY WILLOW 
BECOMES THE 
MOTIF FOR THE 
SPRING FASHION 
SERIES - ADS 
AND DISPLAYS 


SMALL SET 
FOR FIRST 
ARRIVALS 
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The Basis of Success- 
ful Advertising and 
Display Is to Drama- 
tize Selling Ideas in 
the Merchandise 


[CONTINUED FROM LAST WEEK ] 


should mark the beginning of the Spring series 
of fashion footwear promotiois, that lead from 
the presentation of the early individual styles to the 
bigger group features as the season advances. 


; eee arrival of the first Spring style shoes 


These first ads, featuring individual styles, serve 
to launch the new fashion themes, and awaken 
women’s interest. They also build style prestige. 


Newness, and the fashion points of the styles 
shown, should be emphasized in both ads and win- 
dow displays. Color, last, leather, lines, trimming 
details, should be woven into a story of their appro- 
priateness with new apparel styles. 


As more shoes arrive the group promotions 
should start, stressing Spring style themes as ex- 
pressed in several models which you carry. 


“Springtime blues’—is one group. “Spring 
walking shoes,” another. A new heel, or trimming, 
any new theme you are promoting should be played 
up—staged—to add to its importance. 


This leads to the Spring opening, in early March, 
followed by the Easter promotions. 


At the same time the other promotion possi- 
bilities should not be neglected. To the suggestions 
on the preceding pages may be added “Spring 
bride’s footwear,” slippers for St. Patrick’s Dances, 
and any good features for both men’s and children’s 
shoes. 





Sketches show how one-theme can be-used -to-give continuity 
to the entire Spring fashion series—in both advertising aid 
displays. The principle of unit displays for shoes is also shown. 
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Change your window backgrounds EARLY! 


Instead of an elaborate, expensive background 
that both detracts from the merchandise and soon 
grows monotonous, make the background simple 
and neutral—before which various “unit” displays 
can be arranged to concentrate attention on the 
ever-new IDEAS of the weekly promotion program. 


That is the plan of the best department stores— 
to concentrate attention on the merchandise, and 
the SELLING IDEA! I have seen three different 
promotions at one time in Best’s long north win- 
dow. 


Some of the other stores use one promotion to 
a window, but the permanent background is ar- 
ranged so that entirely new and different effects can 
be had at small expense and effort. The setting 
looks NEW for every promotion. 


Some of the settings are extremely simple, but 
they have a SELLING PUNCH! And they tie-up 
with the advertising. The tie-up is also carried out 
in the store displays. 


The plan of weekly promotions requires more 
study and planning—but it means “more pairs 
at a profit” because it puts real selling punch into 
advertising and displays. 


“More pairs at a profit” is the 1934 slogan of 
every progressive shoe merchant in the country! 


The basis of successful advertising and display 
is to dramatize the selling ideas in the merchandise. 
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—More Pairs at a Profit 


PUSSY WILLOWS 
CAN BE USED 
AROUND CIRCLE 
WITH FITTING 
SKETCH INSET 














SIMPLE BACKGROUND 
PAINTED LIGHT GREEN 
-CENTER SECTION INSET 
WITH ROUND OPENING 
WITH Pussy WILLOW 

















CIRCLE CHANGED TO 
GATEWAY EFFECT 


PLAIN PANEL IS 
SET IN FRONT OF 
CENTER SECTION 
TO GIVE FLAT 

BACKGROUND 
FOR "UNIT" 
DISPLAYS 




















STAGE SETTING FOR STYLE SHOW- SIDES 
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Convention and Buying Show 


An Entire Industry Puts Its Best Foot Fore- 
most in St. Louis and Creates a New Con- 
ference in Better Retailing for 1934. 


AS you there, Charlie? If you were, you can 
W review and double-check the praises of a great 

convention and a still greater buying Show. If 
you were unavoidably away, then we will try to pic- 
ture the great trade gathering in a stabilized world of 
shoes, stimulated by contacts of thousands of shoe men, 
one with another, and optimistic hopes for a bigger and 
better year in 1934. 

Sunday in St. Louis opened with registration, crowds 
filling the corridors of the four Show Hotels, Statler, 
Jefferson, Lennox and Mayfair. Over 427 exhibitors 
called for their keys on Sunday morning to open 756 
display rooms—a feat of no small planning by the 
N.S.R.A. Convention Committee, led by Arthur E. Ebbs, 
and managed by George Gayow. 





St. Louis is the most hospitable city in the world, 
and as token of that bold statement, let us report that 
William Moulton, President of the International Shoe 
Company, and other leaders of the great houses of 
St. Louis, made a circle of the show hotels to wel- 
come and greet the entire industry to the shoe city of 
the West, and that unofficial gesture of hospitality began 
early Sunday morning and continued through the 
week—there never was a better blending of brains and 
mixture of industries, tanners, manufacturers and re- 
tailers. 

Fellowship first, then business, and we are happy to 
report that every exhibitor in every hotel enjoyed good 
business from the start. The volume of orders placed 
rivals even that Show of the Century, held in Milwau- 
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kee fifteen years ago. The buying bulge developed be- 
cause of the increased sales momentum created by the 
recovery of the last six months in 1933, and the pos- 
sible pressure on production to give to every store 
everywhere sufficient shoes for an early Easter. Make 
no mistake about it—the buying of shoes in St. Louis 
this week was an evidence of restored confidence. 

Attendance of merchants is best illustrated by a few 
reports from city leaders. Detroit brought three full 
sleeping cars, Portland, Oregon, registered every mer- 
chant in the downtown distict; Texas brought nearly 
the entire state’s quota of leading shoe merchants and 
buyers from big stores of every eastern metropolitan 
center were conspicuously busy in sample rooms 
throughout the city. 

One prominent shoe manufacturer who had said he 
would never attend a show, first wired that he wanted 
a room for Wednesday, then as he traveled further 
west on his regular trip, telegraphed for a Tuesday 
reservation, and by the time he got to Denver, and 
found there were no merchants at home to see his line, 
he flew by air to open his spread of samples early Sun- 
day morning. Now for fear that these enthusiasms 
might seem to be a bit overdone, let us look at the 
Record. Every room in every hotel was taken by Mon- 
day noon; late-comers had to sleep on cots or ride to 
suburban hotels for accommodations. 








MITTLEMAN HEADS N.S.R.A. 
STONE REELECTED MANAGER 


As a reward for true and faithful services, the 
membership of the National Shoe Retailers’ As- 
sociation elected M. A. Mittleman of Detroit 
their president for the coming year. James H. 
Stone was again chosen for the important post 
of manager, while Herbert Rich of Washington, 
D. C., is the secretary-treasurer. 


Other officers chosen at this 23rd annual con- 
vention were as follows: 


Vice-presidents: Arthur E. Ebbs, St. Louis, 
Frank E. Ballou, Providence; Harry E. Fontius, 
Denver; Louis F. Tuffly, Houston. 








Directors to serve three years: M. A. Mittle- 
man, Detroit; L. F. Tuffly, Houston; Melville 
Kaufman, San Francisco; Harry E. Fontius, Den- 
ver; David Hirschler, Norfolk, Va.; John J. Hol- 
den, New York City; Roy Stevens, Ottumwa, 
lowa; George N. Hess, Baltimore; J. H. Roberts, 
Cleveland. 


Retail Code Authority: A. H. Geuting, Phila- 


delphia. Alternate: Jesse Adler, New York City. 








ST. LOUIS CONVENTION BRINGS THE 
RETAIL WORLD TO THE SAMPLE ROOM 


A Running Story of a Great Trade Gathering 
At the Opening of a Great Trade Year 


ITH every hotel in St. Louis filled to over- 

\Y, flowing, and emergency cot beds needed 

for those who must sleep sometime, it was 
obvious to everybody on Sunday that the Conven- 
tion proper Monday noon, would be the biggest 
on record. Eight hundred tickets for the luncheon 
meeting were sold, and more entered to fill the 
room to capacity. Such a gathering was a token 
of the fact that merchants everywhere were tre- 
mendously interested in the Convention and its 
features, as well as in the market displays and mer- 
chandise displayed at the four major hotels. 

Arthur E. Ebbs, chairman of the St. Louis Conven- 
tion Committee opened the meeting and complimented 
the industry on putting its best foot foremost into 
1934. Following invocation by Reverend John R. 
Caskey, the Governor of the State of Missouri, Guy B. 
Park, gave a Missouri welcome to the Shoe World. 

The friendly cooperation of the traveling man was 
made the first official business of the Convention in 
token of the close fraternity of the salesmen with the 
Shoe Retailer. President W. T. Mitchell of the Na- 
tional Shoe Travelers’ Association said: 

“This occasion merits the commendation of all those 
who come under the classification of ‘commercial trav- 
eling shoe salesmen’ for it affords many advantages and 
values to those who buy and we who sell. 

“You come here primarily to observe, to listen, to 
meet, to absorb, to condense your observations and 
mental notes then to return to your stores and put 
into practical operation some of the many valuable 
ideas which you have gathered from the many presented 
at this exhibition. 

“Exhibitions and conventions as is this are bene- 
ficial not only to buyers and manufacturers but also to 
commercial traveling shoe salesmen for exclusive of 
the educational feature which is paramount there is 
an element, which to eliminate, would be contrary to 
the nature of human beings—the opportunity of meet- 
ing one another and exchanging fraternalism. 

“Probably the most outstanding feature of such ex- 
positions is the educational one, for here we are taught 
how to buy and what to buy—what is new and what 
has passed its newness—what is seasonable and what 
is stale—what methods business can be conducted by 
with ease, comfort and profit. 


“Commercial traveling shoe salesmen are benefited in 
many ways, principal of which is because those buyers 
who attend such conventions and exhibitions are taught 
to concentrate their thoughts in the buying of merchan- 
dise to such patterns, styles and numbers as are con- 
ceded to be proper and profitable as well as seasonal. 


“ ANUFACTURERS and wholesalers save many 

dollars in eliminating many unnecessary and 
needless samples from their lines through the observa- 
tion of the salesmen in the choice of the outstanding, 
leading and successful buyers of the country. 

“Customers profit from these conventions and ex- 
hibitions as is apparent when the salesman calls on 
his trade and limits his showing to such numbers as 
have the approval of the leaders in the trade and those 
whose judgment is acknowledged as. sound and safe to 
follow as to what shoes are applicable and seasonable 
as well as profitable in certain territories. 

“Prosperity and happiness to you under the guidance 
of our President, Franklin D. Roosevelt, is the wish to 
every member of The National Shoe Retailers Associa- 
tion and as we seek cooperation and unity among the 
various branches of our industry we assure you of the 
extention of our cooperation at all times. The inde- 
pendent retailer can not function profitably nor intelli- 
gently without the personal contact of the intelligent 
commercial traveling saleeman—A PPRECIATE 
VALUE.” 


Anthony H. Geuting, President of the N.S.R.A., 
was given an ovation, the Convention rising and 
applauding. His address was on “What the New 
Deal Means to the Shoe Trade and to All Retailers.” 

“We must all live up to the code—whether a dry- 
goods store, a chain store, a mail order house or a small 
independent shoe retailer. I hope all branches of shoe 
retailing will join hands in one cooperative body as 
President Roosevelt has asked us to do. 

“It must be impressed upon your minds that this 
New Deal is revolutionary. 

“Our social, our business, our banking, in fact all our 
activities, are going through a transition. Everything 
will be changed in the future. Never again will laissez 
faire, which dominated business under the Sherman 
Anti-Trust Law, be the vogue. 
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‘s7FXHE New Deal gives you the right to confer with 

your fellow retailers, the right to agree on prices 
and trade practices favorable to the retailing of shoes, 
so long as this practice does not tend to monopolistic 
tendencies and excessive profits. In fact predatory price- 
cutting and the sharp practices of the opportunist are 
out. They are unlawful. The Code will protect the little 
retailer and make it possible for everyone to get a 
square deal. It will put the small retailer on an equal 
competitive basis. , 

“It establishes rules for business similar to those 
practiced in all sports. Every game and sport is played 
according to rules. 

“The amateur, the mediocre, the expert play with 
identically the same regulations. This does not destroy 
initiative. It does not equalize the human equation. It 
does not interfere with individuality. The man who has 
the best system, the best knowledge, the best sport 
sense, wins. 

“And so it should be in business. This is what the 
NRA is striving for, is aiming at. It seeks to give the 
small merchant the same opportunity the big man has. 
It endeavors to put everyone on the same basis. It is 
asking business to write its own rules, its own codes, 
so over-night all of us have become legislators.- 

“The National Shoe Retailers’ Association is today 
an arm of the government. It is identically the same 
as if we were part of Congress, and were assigned 
to regulate the shoe business with the idea of estab- 
lishing equal opportunities for all and special priv- 
ileges for none. Your Association represents your in- 
terests in Washington just the same as your Congress- 
man represents a Congressional District of your State. 


‘$f ‘NRITICISM under these conditions is natural, for 

most people do not care to desert the method they 
have been pursuing, but in the end if we all faithfully 
live up to the spirit of the Code, we shall practice busi- 
ness on a plane heretofore unknown and, while it will 
never equalize all of us, no unfair advantage should be 
granted to anyone. 

“Every shoe retailer will be able to succeed to just 
the degree that he has the brains to succeed. Trickery, 
opportunism, predatory price cutting, unfair practice 
will not be tolerated if we all stand by the codes set up. 

“Many retailers have written to me in regard to 
their mark-up, wondering whether they have the right 
to mark up goods, due to the extra expense the NRA 
may put upon them. Why of course you have the right 
to do this. The government must live just the same as 
your business must live. If the government cannot 
tax you, because you make no profits, the government 
itself will fail. It will not be able to balance its budget 
any more than you can balance your budget without 
a proper markup. 

“Never in the history of the world has there been 
such a universal interest taken in the study of eco- 
nomics and the financial system of our country. Most 
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of us today have some understanding of the monetary 
system and its effect upon industry and economics. 

“Out of this undoubtedly will come a better under- 
standing, a more scientific control. It will develop a 
system of economics based upon plenty and not upon 
hunger and starvation, on which the economics of the 
present day are greatly based, for the Lord has given 
us a bountiful harvest. 

“This year inaugurates this new system. What does 
it hold for us? What is before us? There isn’t a man 
of us who isn’t concerned with this proposition. We 
have suffered greatly the last four years. 


‘FP HE contacts that I make are very authoritative and 

I am advised that 1934 will start us on the way, 
measurably upward; that, while we cannot expect a 
boom, and while we have much to do to get our houses 
in order, we may go home feeling that the worst is over 
and that a new day is dawning. 

“Do not allow criticism to discourage you. The tran- 
sition through which we are passing cannot be 100 
per cent perfect but I think the shoe trade will dem- 
onstrate to this country and to the business world in 
general, that we can operate successfully under the 
code; that we can prosper under the code and that we 
will all be happier under the code in the year 1934. 

“The robust individualism of pioneer days is a thing 
of the past and robust collectivism has taken its place 
in the present and future of America. 

So, let’s settle to the oars. I can assure you of more 
business in 1934 and its first decided manifestations 
will appear in May or June.” 


The Styles Conference 


S preface to the Styles Conference, Marion Palmer, 
Associate Fashion Editor of Harper’s Bazaar pic- 
tured Fashion Influences under the title, “What Clothes 
—With What Shoes for Spring 1934.” Her address will 
be highlighted in next week’s issue. 

Marcus Rice of the Famous & Barr Dry Goods 
Company opened the official Styles Conference 
with a caution to the Convention that there was a 
difference between Style Talk and Style Accept- 
ance, and that perhaps the best approach to a 
study of style was to make up your mind on what 
you are not going to do, and then proceed to find 
out what you are going to do, based on last year’s 
experience. 














He urged the merchants to consider in 1934, that low 
and high priced shoes had much in common in style, 
and that a little audacity in both divisions might en- 
courage the sale of more pairs. As for medium priced 
shoes, their path was along the conservative road, that 
needed some refreshment in colors and patterns, for 
the sake of change. 

Then followed a visual presentation of Footwear 
Styles and Trends, illustrated with large cut-outs, dis- 
played and explained by Miss Rhea Nichols and Ruth H. 
Kerr. The Style Jury also enlisted the talent of Eliza- 
beth Ambrose, Pauline S. Morgan, Hilda Rau and Kate 
Eileen Goldstein. Each made a brief presentation cov- 
ering a definite style tendency, so that the entire fashion 
program might be coordinated in the merchant’s mind. 
We leave to next week’s issue the story of the conference 
and the questions and answers which followed. 

The attendance at the Women’s Style Conference was 
estimated at 400 merchants, making it perhaps the larg- 
est merchant styles conference on record. 

The Men’s Style Conference and Children’s Style Con- 
ference were held in separate halls, and developed an 
interest in the promotion of Spring and Summer Foot- 
wear. 

Men’s Style Conference 

HE Men’s Style Conference heard a series of in- 

terchanges of opinions of handlers of men’s shoes 

from all sections of the country. Jesse Adler, New 
York, as chairman of the meeting outlined the purpose 
of the gathering and introduced the speakers, as well as 
led in the discussions and question hour that featured 
the meeting. 

Varied opinions were exchanged with dealers, manu- 
facturers and tanners taking part in the discussions, 
with some diversity of opinions apparent between those 
retailers in large metropolitan areas and those in the 
smaller size cities, as well as sections of the country 
where climatic conditions differ. Operators from such 
centers as Los Angeles, New Orleans or Miami stressed 
the early selling of sport shoes, while others were in- 
terested in knowing what would sell until the middle 
of May, since sport shoes usually are not in demand 
North or West before then. ‘ 

In discussing early selling it developed that dealers 
hoped to dispose of stock already bought, sizing up, if 
necessary and getting rid of blacks, browns and such 
patterns before they began selling sport shoes in white 
or white combinations. Many felt that blacks had been 
too much in the picture of late, and wanted colors to be 
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developed although in colors they expressed the idea 
that browns should be of lighter shade for instance. 

Perforated patterns and ventilated models came in 
for some approval, to sell later on as the climatic con- 
ditions assured warm weather. Some dealers reported 
a good demand for past season and predicted a greater 
call for the coming late Spring and Summer. Light 
weights in men’s shoes are expected to sell well this 
year. 

Some trend toward narrower lasts were noted, at least 
in the big city trade, but no radical changes seemed to 
find favor in the discussions, with little change in the 
medium grade lines suited to the needs of the average 
shoe store demand. 


All-White Sports to Lead 

Says Jesse Adler—Chairman Men’s Styles Com- 
mittee : 

“The best-dressed men in every town in America will 
be wearing all-solid white sport shoes for both active 
and spectator sports-wear for Spring and Summer and 
the ‘Last’ will get the ‘First’ consideration, with the 
most popular being the stream-line models with that 
racy look and snap appearance which go so well with 
the he-man Summer apparel. Retailers expect a bigger 
shoe year than ever and believe that these smart all- 
solid white sport shoes will be outstanding in plain toes, 
straight tips and wing tips. There is a place and need 
for black and white and brown and white combinations. 
The ragamuffin and the man with the shine on his seat 
who is walking upon his uppers with run-down heels 
will pass out of the picture to save his soul, his shoe- 
sole, and in his place you will see the 1934 he-man with 
his spic-and-span get up; starting from and with his 
shoes. Realizing that shoes play so important a part in 
man’s dress-up appearance and knowing the necessity 
of smart footgear; the shoe retailers gathered in con- 
vention in St. Louis are designing a newer, smarter line 
of 1934 sport styles, and last year’s models will not only 
look obsolete but will pass out of the shoe picture 
entirely.” 

“Code Casting In 1934” 

By Frank F. Mayfield, President Scruggs-Van- 
dervoort-Barney D. G. Company at the National 
Shoe Retailers Association Conference in a Lunch- 
eon Business Session. 

Some economists, observing the enormous extension 
of Government control over business life, have raised 
the Bogey that we are on the road to a planned econ- 
omy, that we are attempting to regiment the industries 
of this country exactly as Russia has attempted to do 
in her industrial life. 

I see no reason, therefore, to become alarmed that 
we are going through revolutionary changes or that the 
capitalistic system shows any signs of breaking down. 

What, then, will happen when recovery sets in? 
Suppose production and consumption are brought into 
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balance? Suppose prices begin to rise because de- 
mand is greater than supply? Under these conditions, 
how long would any Administration want to keep in 
force any measures limiting production? How long 
would the Government pay farmers to produce less? 
How long would business men stand for codes, limit- 
ing machine hours, limiting new producers and gen- 
erally restricting output? On a rising market, that 
side of all codes would disappear, I believe, overnight, 
because the necessity for them has passed. In other 
words, the existing regimentation will last just as long 
as Congress said it would last; that is, for the period 
of the emergency. 


What then will remain of the codes? Here we 
find ourselves in the field of speculation and one 
man’s guess is as good as another’s. 


In his recent speech to Congress, President Roose- 
velt said: “Though the machinery, hurriedly devised, 
may need readjustment from time to time, nevertheless 
1 think the Codes will remain as a permanent feature 
permanent feature of our modernized industrial struc- 
lure, and that it will continue, under the supervision, 
but not the arbitrary dictation ‘of Government itself.’ ” 

I am well aware that the average American is an in- 
dividualist and that, under normal conditions, he will 


resent Government interference in his business. It is 


equally certain that rising prices will bring about com- 
plaints against the high cost of living and denuncia- 
tion of anything that tends to increase it, which high 
wages will undoubtedly do. 

But, I believe the social conscience of the American 
people has progressed to the point where they will not 
return to low-wage scales, any more than they would 
permit a return to the exploitation of child labor. 

And I, for one, will welcome the opportunity to have 

- short hours and to pay high wages without having a 
competitor cut my throat by having neither. 

A long step has already been made toward cleaner 
competition and a finer code of business standards in 
this country. Much more remains to be done. 

I cannot close with anything more fitting than an- 
other quotation from our great President: 


“Civilization cannot go back. Civilization must 
not stand still. We have undertaken new methods. 
It is our task to perfect, to improve, to alter when 
necessary but in all cases to go forward.” 


EDNESDAY’S program. The eagerness of 
merchants to attend conventions is not dimin- 
ishing but rather increasing. Wednesday 
morning’s session on promoting foot health through 
shoe fitting was a battle of experts and fanatics on the 
subject of- foot welfare and shoe progress. The con- 
ference was opened by Chairman Carl Burgsthaler, 
F. E. Foster & Co., Chicago. Vice-Chairmen: S. J. 
Brouwer, S. J. Brouwer Shoe Co., Milwaukee, Wis.: 












Nathan Hack, Hack Shoe Co., Detroit, Mich; Harry 
Fontius, Fontius Shoe Co., Denver, Colo. 

The keynote was struck by Chairman Burgsthaler, 
as follows: “Our discussion is divided into three ma- 
jor subjects, namely: 

(1) Foot Anatomy. 

(2) Shoe Manufacturers’ Service to Retailers. 

(3) Shoe Retailers’ Service to Consumer. 

1. Foor Anatomy: (a) The knowledge of bones. 
muscles, ligaments and nerves of the foot is becoming 
more and more necessary in our work. We certainly, 
however, must not, because of lack of specialized edu- 
cation, usurp the Service of the Orthopedic Physician, 
Surgeon or Pediatrist. 

(b) We must have this knowledge, however, to be 
able to analyze and classify the different types of feet 
which are all as individual as our faces. This knowl- 
edge can be obtained through many text books on the 
subject, and I would also suggest contacting the Ortho- 
pedic Physicians and Pediatrists in your community. 


2. SHOE MANUFACTURERS’ SERVICE TO RETAILER: 

(a) A shoe improperly made can never be prop- 
erly fitted, which in my opinion takes in all the other 
subtitles such as 

(b) Correctly built and proportioned lasts. 

(c) Providing patterns for each individual last. size 


. and width. 


(d) Using right and left patterns. 

(e) Using the height and style of heel for a given 
last. 

The building of correct shoes (I dislike the word, 
corrective”) has made tremendous progress in the 
Our present day correct shoes are so 
Our 


manufacturers have studied the foot structure and its 


last few years. 
much more correctly made than ever before. 


functions and articulations under all conditions. 

I know of one manufacturer who has a laboratory 
in the factory, fitted with a runway upon which, as the 
model walks, are trained cameras and recording ma- 
chines registering the gait, weight, bearing and muscle 
and bone action in the various shoes made by this 
manufacturer, as well as shoes made by many other 
manufacturers; and the results of this research are 
being used constantly to perfect lasts over which cor- 
rect shoes must be the result, and has progressed so 
far as to make .even some of our most recent lasts 
obsolete. 








M. A. MITTLEMAN 
PRESIDENT 


This research has developed to the degree that it 
has become an applied science and yet as progress is 
being made we find the entire foundation of this study 
is one of just simple truths. 

Now as for the 


(3) Rerarcers’ SERVICE TO THE CONSUMER 


I wish to stress the word, “Service.” It is only 
through Permanent Satisfactory Service that we can ob- 
tain our objective of a Permanent Profitable Patronage, 
Profits and an Enduring Business become an assured 
effect when the cause is Service. 

(a) Measure the foot carefully—do not determine 
the size needed by looking at the markings in the old 
shoes. Although the old worn shoe tells a tale through 
which we shoe men can better analyze the needs of 
the particular case. 

(b) Examine the foot carefully as to type and pos- 
sible ailments. This can be done accurately through 
our own knowledge; the ability to do so must be im- 
parted to our own organization. This is entirely a 









13, 1934 





BOOT ANC SHOE RECORDER, January 


problem of education for ourselves and our individual 
organizations. 

(c) Select shoe designed for the purpose the cus- 
tomer intends to use it. The problem here is simple 
for it is obvious that we are not going to sell evening 
shoes for golf, or golf shoes for afternoon or party 
shoes. 

(d) Selecting shoes designed for the type of foot to 
be fitted, combined with, 

(e) Fitting shoes to customers’ personality as well 
as to his or her foot, mark up the crux of the entire 
problem (in my opinion). - This is the moment when 
the manufacturer’s merchandise must stand the test to 
do the job in the correct way. Through the manufac- 
turers’ research and results achieved, coupled with the 
shoe retailers’ knowledge of feet and their needs, Per- 
manent Satisfactory Service will be rendered and be- 
come the applied Science it should be. Here is where 
the Medical and the Mechanical Science meet, with the 
retailers’ ability of correctly fitting correct shoes. 

(f) Use the Ball-to-Heel Fitting. This is very vital 
for we all know that correct shoes must fit and support 
the structure of the back part of the foot and yet give 
ample room for the fore part of the foot for free ar- 
ticulation of the ball of the foot and the toes. 

(g) Service shoes from time to time to insure sat- 
isfaction and intended correction. It is just as neces- 
sary to have correct shoes remain correct for the life 
of the shoe as it is at the time they are fitted. Shoes 
need service just as much as any piece of wearing ap- 
parel, or as, for instance, our automobiles. Ask your 
customer to come to your store from time to time and 
let you see how satisfactory the shoes are, and if they 
are doing what they are intended for. If by chance 
they are not satisfactory, you certainly want to know, 
don’t you? . 

And now, in conclusion. We have gone through 
some extremely trying times in the last four years. 
Punishment—Punishment—Punishment—in our busi- 
ness, and yet it is my sincere belief that when a shoe 
business is founded and conducted on the simple truths 
we are now discussing, it will endure. 

The fundamentals of an enduring Permanently Prof- 
itable Patronage is Permanent Satisfactory Service ex- 
pressed with Correct shoes made over Scientifically Cor- 


rect Lasts, correctly fitted by MEN WHO KNOW. 


Buying Panic Starts Merchants to Desert 
Convention to Place Orders 


OMETHING of a beneficial panic happened on 
S Wednesday. Many merchants discovered that fac- 
tories could not promise deliveries before Easter, 

and the rush was on to place orders everywhere. Here’s 
what caused it. Only 60 days’ production time between 
today and Easter openings with NRA hour schedules 
to consider and collection of materials and supplies 
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from a depleted supply market. Wednesday’s conven- 
tion was reduced to an attendance of 50 merchants 
because several thousand merchants were storming sam- 
ple rooms. Convention speeches were eliminated with 
permission to print. 

One keynote, however, was sounded by Walter E. 
Tarlton, president, St. Louis Shoe Manufacturers and 
Wholesalers Association. “There has been a more even 
flow of employment in shoe manufacturing business than 
in most any other line not even excepting the food in- 
dustry. You may say that ours is a favored industry. 
Granted that such is the case, good management and 
cooperation between distributor and manufacturer has 
been quite a factor in this even flow of employment. 

“We, therefore, deserve right to continue to carry out 
the traditions of years of intelligent employer and em- 
ployee relationship that have proven mutually satis- 
factory and beneficial as they have. I make bold the 
statement there has been less oppression, less child 
labor, less sweat-shop practices in the shoe manufac- 
turing industry than in any other industry of its size 
and magnitude. 

“I am just fair enough to admit that this opportunity 
is too good to ignore to admonish retailers.. Place 
your requirements for your Spring goods early. We 
are restricted to 40 hours a week (eight hours a day) in 
the operation of our plants with a little extra play of 
five hours’ additional time per week for eight weeks. 

“Last year these restrictions did not exist and we 
could work as much as 60 hours a week in such mills 
as were producing merchandise that was in demand. 
Even then there was hardly a manufacturer who was 
able to give a full measure of service. Closer coopera- 
tion between dealer and manufacturer is, therefore, es- 
sential if we are to give the type of service that will 
assist you in meeting the demand when the demand is 
upon you.” 

The board of directors of the National were in almost 
permanent session, for the problems of defalcations in 
Chicago headquarters presented serious consequences. 

A successful St. Louis show, however, reestablished 
the financial standing of the association. 

The surge of enthusiasm for the convention and the 
buying show proves the virility of the association as a 
living factor in the progress of the craft. 

In token of the adult lifetime of effort by Anthony 
H. Geuting, the officers and directors presented him in 
the final session of the twenty-third annual convention 
with a gold watch and chain and knife, for, as one of 
the founders and eight times president, the association 
can be said to be the length and breadth of his shadow. 
An ovation literally swept him off his feet. 

Newly-elected President M. A. Mittleman swung right 
into action with an announcement of a fighting year 
ahead following a glorious start. He then introduced 
the new officers and directors. 












HERBERT J. RICH 
SECRETARY-TREASURER 


President Mittleman’s first statement was, “As 
president of the National Shoe Retailers Associa- 
tion I am sending you the following statement in 
behalf of James H. Stone by the National Shoe 
Retailers Association. The board of directors this 
week absolved James H. Stone, its manager from 
any involvement and accorded him a complete 
vindication of any misdeeds thereby rejecting the 
accusations made against him by a former trusted 
employee. Further recognition of Mr. Stone in 
keeping with his vindication was actioned by the 
board of directors in retaining his services as 
manager of the N.S.R.A.” 


The convention closed. 

The buying sessions continued for the balance of the 
week in hundreds of sample rooms. 

St. Louis wired President Roosevelt: “The first of 
the great national conventions of 1934 registers assur- 
ance that recovery is not around the corner but actually 
here.” 








January 13th, 1934 
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BOOT AND SHOE RECORDER, January 13, 1934 





Copyright, 1934, Boot and Shoe Recorder Publishing Company, New York 











Every Dollar Comes from Retailing 


comes into the great shoe and leather industries 

comes through the till of the retail dealer in 
shoes? Think that over. It is one reason why we 
emphasize recovery in 1934 begins at the fitting stool. 
At no time in the history of the country has there 


D:: it ever occur to you that every dollar that 


been the awakening among retail shoe men that there 
has been in the last year. Dynamite could have stirred 
things up no more than they have been stirred and re- 
tailers all over the country realize as never before that 
the shoe man with a wishbone where a good strong 
backbone ought to be, must quit and be swept away 
for there is no place for him in the new battle for 
business. 

The fact stands out today that the retail shoe in- 
dustry must either sell more pairs of shoes to get more 
money or must get more for the shoes with the same 
volume of business. Population is increasing but the 
rate of shoe consumption is decreasing. Shoe con- 
sumption must be increased in 1934 to give wages and 
profit to the store and wages and work to the factory. 
We lay the truth down most forcibly—that recovery 
must begin with the retailer and that all eyes of the 
industry must be focused on the fitting stool. 

Undoubtedly in 1934, the best brains of the in- 
dustry will realize that the NRA work of ’33 was 
simply primary school organization, in the light of 
the need for still greater progress in 1934. The 
codes first developed horizontal strength in each 
branch of the trade. Men of similar pursuits have 
learned that it is best to work together. But now 
comes the need for common counsel within an in- 
dustry, taking in every branch of the trade that 
plays an inter-related part leading up to the fitting 
stool. The work of co-ordinating the industry ver- 
tically will undoubtedly come in ’34. 

If production is to have some measure of control, 
then the only avenue of increase is over the fitting 
stool and this point alone necessitates a unity of pur- 
pose from the hide to the fitting stool. 

Perhaps no industry in America is so fortunate in 
its set-up, to bring about such a coordinating plan— 
for a unit article is sold in a unit store and department. 





The family spirit of the trade is evident because it is 
centered on one article. 

Other industries have a more complicated merchan- 
dising picture because of the diversity of industries 
they touch; but also let us remember that perhaps no 
single article is more complicated in its making than 
a shoe—in its vast variety of leather, colors, materials, 
ingredients and in the amazing service of supplies and 
machinery needed for the final satisfactory article of 
public sale. All the more reason for a consideration of 
the shoe, not as the creation of independent sections 
of the trade but of a unified industry centering its 
interest in the final sale at retail. 

As a rule, the shoe men have been the biggest 
merchandise cowards on earth. In no other line 
of activity have profits been so small for the article 
and service rendered. Why? Because the average 
shoe man dwells in fear of his competitor. Man 
fear has ruined more successful enterprises than 
any other factor. 

Fear of the chains is almost stupid for they cannot 
compete in selection and service if the independent 
merchant would work as hard. The chain store man or 
manager is no different than the independent store man 
or manager. They are interchangeable and it would 
do many a store good to employ a man trained with 
chain store discipline. In the last analysis they are 
all shoe men and work for the common denominator of 
getting more shoes sold. In many ways there is a 
greater difference between the high grade custom ser- 
vice shoe store and the small town independent shoe 
store than there is between a chain store and inde- 
pendent store—neighbors in service. If the independent 
imitates the high grade store, he is likely to suffer 
greater losses than if he made his selections on the 
basis of what his public wants. 

All this is in preface to the year when courage is the 
pass-word and faith is the greatest word of all. Have 
faith in yourself, your business and your customers. 
They want you to make a living and a decent one too. 
Things are going to be different. Merchants are get- 
ting together and the future will show a much healthier 
condition in the retailing of shoes than ever before. 
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D® Scholls 1934 








Your Customers Are Among 
The Millions Who Need 


Df Scholls 


Zino-pads 


Put one on—the @ pain is gone! 


And Other DR. SCHOLLS 
AIDS FOR THE FEET! 


What does this mean to you? Just this—that in your 

; town, through the medium of the newspapers and 
magazines people are being made more and more foot 
conscious. 


“Cash In” on this constantly growing demand for 
Dr. Scholl’s Aids for the Feet which this advertising 
is generating! How? By keeping Dr. Scholl’s Foot 
Comfort Appliances and Remedies in your windows, 
on your counters, and by showing your customers how 
you can give them foot comfort. 





In addition to hundreds of newspapers and the 
American Weekly, full pages, half pages, quarter pages 
and other eye-catching advertisements on Dr. Scholl’s 
Aids for the Feet will appear regularly throughout the 
year 1934 in all leading magazines, some of which are 
listed here. 


Ladies’ Home Journal McCall’s Country Gentleman 
Woman’sHomeCompanion  Delineator Country Home 
Good Housekeeping Pictorial Farmer’s Wife 
American Magazine True Story Tower Magazines 

; Saturday Evening Post Collier’s Photoplay Unit 

Literary Digest Liberty Screenland Unit 

i Cosmopolitan Red Book Motion Picture Unit 
Woman’s World Household Romance Group 


MAKE THIS ADVERTISING YOUR ADVERTISING 
by keeping this popular nationally advertised line 
prominently displayed. It will pay you big dividends 
in sales, profits and prestige. 






THE SCHOLL MFG. CO., INC. 
213 W. Schiller St.,Chicago 62 W. 14th St., New York 
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ft makes no difference which of these foot 

troubles you may have or how puintulortons t4 
standing they are De. Scholl’. Zine i] 
sive you joyful relief in ONE MINE 
All vou need do is ap 
ASainty. soothing. beatin 
aching corn, paintal ca 


parts walt | 


Ply one of these thin, 
1 Protective pads te an 
ous. tender joint, sore 
Wwe, throbbing buniow, irr itating , 
chafed heel \ 


THEY STOP THE CAUSE AT ONCE 


Dr. Scholl’. Zino-pads 


Mmetep or 


and foot comfort is vours! 


sto p f 

foo troubles shoe tric ead vs as ' 
cushioning and protertiay the «oe mot. They 
soothe irritated nerves and intlaune d Weve : 
Prevent corns, sure tors, blisters anil abrasic n= 
“Breaking-in” discomfort of new Or tight shoe 
is avoided. enabling vou ty wath. dance op « r 
with complete comfort, - ee 








SPECIAL SIZES 
AND SHAPES 







SORE _! 
INSTEP? 


in 
ACHING CORN? pecan or 


Ln, Scholl 


ZINO-PADS 


Put one on- the pain is gone! 
HAVE YOU OTHER 











IR. Reproduction of one of a Series of half-page ad- 
vertisements appearing in the leading magazines. 


SPECIAL SIZES AND SHAPES—THICK 


1934 National Advertising will also feature Dr. Scholl’s 
Zino-pads in the new special sizes THICK for removing 
shoe pressure and friction in exceptional cases where the 
regular sizes are insufficient in thickness to give complete 
relief. They are especially recommended for hammer toes. 
very large joints, thick corns and callouses and Tailor’s 
bunion behind the little toe. Be sure to recommend them 
to customers with these foot troubles, 
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GEO. HUTCHINS STORES, INc. 


Featuring 
Enna Jettick Shoes 


—_————_——— 
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S621 GERMANTOWN AVENUE 5536 NORTH Sth SPREET 


PUILADELIIIA, PA, 


Dear Madam: 


We are pleased to mail you your ANNIVERSARY 
Dividend Check, and we wish to take this oppor- 
tunity to thank you for your past patronage. 


In the past Dividend Checks have only been 
on our $5.00 shoes, but due to increased 
two other ladies" lines you have 
vs to allow dividends on 
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P, S, We have a record of your size and width 
if you wish to order by mail. 
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Md 
One fight that | have 


with my window trimmers is to keep the glass and 
interior of the windows free from signs. I believe 


that the general public is more interested in buying 
shoes than they are in reading signs; consequently 
they will look in those windows which have few signs 
in preference to windows plastered with placards.” 
So says George Hutchins, who conducts a number of 
successful shoe stores in and about Philadelphia. 

Hutchins can run as fine a sale as anyone can hope 
for. both from a dollar and clearance point of view, 
without cluttering up his windows with signs or dis- 
turbing their general fine appearance. To the casual 
passerby during sale time, there is no visible indica- 
tion of a sale in operation, for the ticketed windows 
bear the regular prices. 


That’s a different policy from the one pursued in 
most stores, but in this case it works out perfectly. 


It seems that Hutchins has quite a flock of stores, 
some Enna Jettick, a small string of men’s stores 
specializing in Freeman shoes, around Pennsylvania, 
and a group of men’s stores in Pennsylvania and Ohio. 
He is not a “chain store” man, but just an ex-traveling 


shoeman who has eased into the retailing end and is. 


putting many of his collected good ideas to work. 


--and 


Double 
_ Checks.-Its 


Customers 


Direct advertising 
like this has pro- 
duced excellent 
sales results for Geo. ® 
Hutchins Stores, Inc. 






4 May 






These stores have the appearance of individual 
ownership, and it is such methods Hutchins reveals in 
his “controlled sales plan.” This plan is nothing more 
or less than the sending of “Dividend Checks” to a 
certain mailing list. Generally the checks are regular 
customers, then again a good prospect list is used. 
The recipients of these checks fully appreciate the 
opportunity given them to buy shoes at a slight dis- 
count, as the sales record proves conclusively. 

Sometimes people do not read the letter accompany- 
ing the checks as carefully as they should, so jump to 
the conclusion that these checks are regular bank 
checks and depositable. Several of the store checks 
have been received back by the store with sundry bank 
stamps all over the back. 

Hutchins is smart. He knows that a promotion 
plan of this nature can be easily killed by working it 
too often or too hard—once or twice a year is about 
the safe limit to foster it. It is especially good dur- 
ing the normal sale periods, he finds. Then people 
are looking for special prices and are more or less 
price minded. 

A typical letter accompanying the checks reads as 
follows : 

[TURN TO PAGE 38, PLEASE] 
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"WALK AND KEEP WELL” — 
A GOOD SLOGAN FOR THE SHOE TRADE 


The whole structure of the shoe business | 
would be beneficially affected by use of 
a slogan like that. 

In every city and town in the United 
States there are people comprising a 
great potential market for more shoes, 
because they would react favorably to 
“Walk and Keep Well”. 

Build mileage into shoes so that the cus- 
tomer can get mileage out of shoes and 
then your profits will be plenty. 

People have walked twelve to twenty 
miles a day on Kistler “BENCH BRAND” 
Leather Soles with a total mileage over 
a period of time that is amazing. 











SELLING SHOES ON THE MILEAGE BASIS 


A GREAT IDEA 



















This idea as a sales stimulant merits 
consideration. 


Mileage is a corner stone of the motor 
car tire industry. Tire manufacturers 
build mileage into their product. They 
talk it. Dealers sell it. Users buy it. All 
profit because of it. 


When mileage is built into footwear it 
can be just as beneficial to exploit it. 


pre Ne The big bad wolf so destructive of the 
YOU CAN EFFECTIVELY USE THE SALES’ APPEAL confidence of many good shoe customers, 


OF ‘MORE MILES PER PAIR’’ WHEN SHOES ARE is the expectation of mileage, or in an- 
Toe a hee aes a PCL YD ectes $= other word wear, but not the realization 
LEATHER sii 


The public never showed greater interest in foot- 
wear than it does today. The question “Where 
shall I obtain shoes that wear and satisfy” is 
always a live one. The situation promises much 
to those who take advantage of it by adding 
“More Miles Per Pair” through use of Kistler 
“BENCH BRAND” Sole Leather. 


This leather leaves nothing to be desired from 
a shoe manufacturing or merchandising stand- 
point. It is made to handle economically in the 
factory. It will give desired results in service. You 
need only to mention its wear resistance, mois- 
ture resistance, flexibility and comfort to the feet, 
to make many sales of dress, sport or heavy duty 
shoes to a foot conscious public. Don’t pay the 
penalty of poor sole leather. 


KISTLER ‘arte cect 
| BOSTON:MASS £3 
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Newest Hollywood Shop for Men is outstanding in design and appointments. 


SWANKY SHOE SHOP FOR MEN 


They Come In for Shoes 
and Also Buy Extras 


By J. EDW. TUFFT 


the new Hollywood store known as Gibson, Inc., 
of which S. Kendall Gibson is president and gen- 
eral manager. 

The new store takes the place of the Mode Shoe 

Shop, a widely known Hollywood shop which occupied 
the same location and with which Mr. Gibson was con- 
nected for many years. Prior to joining the Mode force 
Mr. Gibson was connected with the Bootery, large Los 
Angeles shoe store formerly operated by Wolfelt and 
White. 
* The walls of the new salon are in neutral colors 
and the furniture in birch finished in its natural colors. 
All furniture and fixtures are of pronounced modernistic 
design. The carpet is a broad loom henna and the 
lighting fixtures are of the globe type. 

The shoe stock can be glimpsed from the salon for 
it is on shelving which lines the walls of the hall lead- 
ing to the rear rooms of the establishment. Only a 
suggestion of merchandise is shown in the salon. 

Extending in a long row back of the salon are the 
other rooms of the store, including an orthopedic de- 
partment, a shoe repair department, a shoe polishing 


Tie last word in things modernistic is revealed in 


room, and two other work rooms. Each of these rooms 
is as richly finished as the salon and each has its own 
kind of hardwood trim. One room is done in walnut, 
another in light oak, etc. 

Gordon, Inc., has a growing business in custom made 
shoes, the management making their appeal most 
especially to the actors and directors in the moving pic- 
ture studios. The system of keeping their favor is 
constant personal contact and thorough service. Men 
are sent to the homes or to the studios whenever called, 
to do fitting. Only highly experienced shoe men are 
employed. 

While haberdashery and finer furnishings are car- 
ried, shoes form the major department. The only shoes 
for women that are stocked are golf shoes and riding 
boots, both important items. 

This store is a good example of a significant trend 
in shoe store outlay. There is a gradual getting away 
from interiors where row upon row of shoe cartons 
form the major decoration. Present day modes in in- 
teriors are on the increase. The shoe store of the present 
day looks to comfort, distinction, and beauty, as addi- 
tional requisites of utmost importance. 
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ead about KANGAROO'’S free 


merchandising and advertising helps 


Real news. Real information. Sound merchandising ideas 
and a description of the various advertising and selling 
helps put out for your use by the Kangaroo Association. All 
of this will be sent you, free, from Kangaroo Headquarters 
on receipt of your written request. @ You have probably 
noticed the swing toward shoes of Kangaroo. Men on the 
streets of every town from Boston to San Francisco are 
asking for it, have learned of its benefits and advantages. 
As a result, manufacturers have put it into their styled 
lines; have found that its tight, even grain takes a polish 


fit even for dress, evening wear. Retailers have been profit- 
ably pushing it for street and dress wear. @ We have 
prepared this “Daily Sales” to help retailers use the inter- 
esting and intriguing news story of the Kangaroo to attract 
customers to their stores. It describes the complete adver- 
tisements, written by advertising experts, which we will 
furnish free for you to run in your local paper over your 
own name. @ Write us for a copy, now. We'll send it to 
you by return mail. Kangaroo Association, 9th and West- 
moreland Streets, Philadelphia, Pa. 


Australian KANGAROO tanned in AMERICA 
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USSELL BELFIELD has made an intensive serious 
study of all angles of shoe retailing. The subject 
treated in this article is one closest to him, for he 
believes that the foundation of each and every retail 
shoe store rests on the efforts of the salespeople. 
He is a grandson of the founder, William H. 
Steigerwalt. His father decided some years ago that 
his son should have a thorough knowledge of the 
shoe industry and consequently gave him what may 
be considered a university course in the shoe business. 
After college, he started with Burk, the tanner, and 
learned about leathers. At Laird, Schober & Co. he 
familiarized himself with fine shoe construction, after 
which came eight months at the Commonwealth plant 
in Whitman. He visited shoe factories in Scotland, 
England, Czechoslovakia, and France; then spent sev- 
eral months in the Johnson & Murphy factory. From 
there he went to Fyfe's of Detroit, and spent a year 
studying merchandising in this progressive institution. 
After a short time with Cammeyer in New York, he 
joined the Steigerwalt organization in 1932, and since 
that time has become a very important factor in the 
development of the business. 
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1934 


A Young Man in an’ Old 
Store Tells How to Make 
Shoe Store Selling More 
Effective 


By RUSSELL BELFIELD 
of W. H. Steigerwalt, Philadelphia 


to sell merchandise, to buy merchandise, and 
even the way to.display merchandise. The various 
magazines give hints and suggestions as to just how 
to handle all kinds of articles, just how to put them 
before customers, and just how to show them in cases, 
but very few studies have been published about the 


' OU very often read in trade magazines the way 


’ effort of the sales force and the way to create greater 


effort and possibly how important this extra effort may 
be at the end of the year. That is exactly what I have 
tried to do at Steigerwalt’s and exactly what I am 
going to discuss here. 

When I first came into the store, I wasn’t here a 
week before I had a complaint on the fairness of cer- 
tain habits which had been running for years. I 
realized very soon that I was the link between the firm 
and the sales force, inasmuch as my father is the head 
of the firm. 

In this particular instance the complaint was about 
the days that the sales force were required to take off 
when business was dull. Those of a good record some- 
times were not required to take any time off as busi- 
ness would pick up before their time came around and 
it would be the same the next time. This situation came 
up and those of a poor record complained about the 
fairness of this. We immediately put into effect a rat- 
ing which rated all of our sales girls in their selling 
of hosiery and shoes, and not only were their sales 
rated but also their effort. When required days off 
came around they started at the bottom of the list and 
went right through to the top. If the entire list was not 
finished this girl went first next time, thus making it 
absolutely even and satisfying the girls in this instance. 

This particular problem and its solving brought me 
much closer to our sales force. After this is seemed 
to become my particular problem to take care of the 
entire sales organization, listen to their troubles and 
try to solve them myself, or go to the head of the store 
and receive suggestions from him. 

We put into effect a slow line list, the shoes which 
were not moving quickly or some lines which were not 
moving at all. A separate record is kept of the girls who 
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sold these shoes and how many they sold each day, 
and each week, and finally each month. This record 
went into the sales rating for the year and in this way an 
extra effort was put into the selling of slow lines, and 
thus we reduced our slow stock very rapidly. 

After a few months of this sales rating, which was 
posted every month, the idea became competitive and 
the sales girls would hate to see their name at the bot- 
tom of the fist more than a month at atime. One month 
they would lead in hosiery and if they fell down the 
next month, they would make an extra effort to get 
back to the lead again; the idea of competitive selling 
although no awards of any kind were given. The pride 
of these girls made them put that extra effort into 
their work so they would not be at the foot of the 
monthly sales rating list. 

Years ago when I was in school and played football, 
baseball, etc., team work was the greatest ‘lesson I ever 
learned. One particular thing I noticed was the effort 
and struggle of members of the team who had someone 
there to watch them, someone close, perhaps a friend, 
a member of the family, or even a sweetheart of that 
time. If they knew someone was there besides the coach 
or members of the school, they would put that much 
more in the game so they would shine in front of their 
friends and perhaps be a hero in their eyes. 

This example can possibly be compared to the sales 
force. If the manager is not quite the dignified, hard 
boiled buyer, but more of a friend to the sales force 
will put that much more effort into their selling and 
spend that much more time with the customer just to 
please the manager or the member of the firm, as in 
my case, and make him feel that they are good and do- 
ing not exactly what is required but a little bit more to 
help the store, make him realize their loyalty; that is 
the feeling that I have tried to instill in all of our girls 
and I think that they have it in a very strong sense. 

It is a wonderful thing to put the day over in the 
last hour, or to put the month over in the last few days, 
just by extra effort and we have done that for the last 
four months in this store. It is the best way we know to 
get the extra pair that means so much. 


It is much easier to sell if you want to sell than 
it is to sell if you have to sell, and that is the dif- 
ference between the effort of friendship and loyalty 
and the effort required by orders and rules. 


On an average of once a week, we have a sales 
meeting to discuss the weekly business; to talk over the 
good and bad points of the sales force, and to give 
careful consideration to each of these. Every week some- 
thing complimentary is found to say about one girl and 
the opposite to say about another. It is very interesting 
to watch how the subjects of discussion change each 


SERVICE SALES FORCE 





1934 33 








I any type of store or organization a sales force can 
be strong in >: to show the merchandise, in ability 
to sell this merchandise even though it is not an easy 


selling article, and ability to put on the pressure when 
it is necessary, but if there is not sales effort behind all 
this ability it is very nearly worthless. To me the effort 
of the force is the nucleus of a well organized 
selling group, and in my mind it would increase the sales 
and make the salesman or saleswoman stronger if they 
put real effort behind the work, for it is that little bit 
of extra effort at 5:30 when the store is about to close 
that sells another pair of shoes. 

| have tried since | have been at Steigerwalt's to 
increase our sales effort as much as possible. 





week. The result is that a girl won't let herself be dis- 
cussed in the wrong way more than one week at a time. 

In this manner it brings their weekly effort up to a 
greater degree, and a very excellent fruit of our ideas 
has been the hosiery. We have two girls at our hosiery 
and bag counter and these two girls have always done a 
reasonably good job. 

In the past year we have made it necessary that 
our sales force become hosiery salesmen and sales- 
women themselves. They know the colors, they know 
the styles that would go with various dresses, they know 
the styles that would suit various types. After every 
sale of shoes they bring over the proper hosiery to the 
customer and a bag to match, or possibly a buckle to 
go on a pair of suede pumps. They don’t wait for the 
customer to go out of the store and be attracted by the 
display at the hosiery counter or to think, all of a 
sudden, that they might need some hosiery; they bring 
this to her and make the sale themselves. 

In this way we have increased the hosiery and bag 
business to an unusual degree. This requires extra ef- 
fort from the sales people, but at the same time they 
are rated each month in hosiery and bags and there is 
not a girl in this store who will see her name on the 
bottom of the list more than one month in a row. 

We have also found it true that the difference is so 
little between the entire sale force that it has some- 
time become difficult to figure out a fair rating for 
gross sales. 

We think we have made a decided success of 
sales effort at Steigerwalt’s and know from facts 
and figures that it has increased our business and 
moved the various lines of shoes that seem to be 
ready to dry up and be put on our $5.00 table, and 
has also moved hosiery and bags to such a great 
degree that our stock in that department was 
cleaner at the end of 1933 than ever before. 
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ENDICOTT JOHNSON CORPORATION, JOHNSON CITY, NEW YORK 
A MODERN CEMENT SHOE FACTORY 
THE LARGEST SINGLE CEMENT SHOE INSTALLATION IN THE WORLD 


;! 
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IBU'Y In THe NEW 


GENUINE RING a, 


IN-STOCK 
AAA-C $4.50 


No. 1300—Genuine Java Ring Lizard 
Blucher Oxford — Gunmetal 
Silk Kid Trim—Med. Toe 
20/8 Spanish Heel — Little- 
way Process, 


No. 1301—Same in 16/8 Cont. Heel No. 1300 


_ BUYIN THE 
NEW YORK MARKET 


WE ALSO CARRY SAME IN PUMPS, T STRAPS AND STEP-INS 
152 DUANE STREET 


LET THESE NEW YORK MARKET PAGES 
M. J. SAKS SHOE CORP. (ven 


BE YOUR WEEKLY BUYING GUIDE. 
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A REAL BUY D*-yorts Fs sMART, POPULAR PRICED, FAST SELLING 
IN PREWELTS "a | 





FOOTWEAR OF ALL TYPES. 


220—PATENT LEATHER 5 
222—-WHITE KLK -§ 
224—JERSEY ELK 

226—BLACK ELK $.85 
228—BROWN ELK 

2830—GENUINE BUCK, 2-6, $1.10 


IMMEDIATE DELIVERIES. 


THESE SHOES INSURE QUICK AND 
PROFITABLE TURNOVER. 


SAME COLORS IN SIZES 6%-8, $1.10 
GENUINE BUCK, 6%-8, 1.30 


In Prewelts We Are Leading as Usual 


THE MOST COMPLETE IN-STOCK LINE OF JUVENILE SHOES IN NEW YORK 


De. MORRIS SHOE CO. !e. 143 Duane St., New York 
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WATCH THE 
NEW YORK MARKET 
PAGES EVERY OTHER WEEK IN 
BOOT AND SHOE RECORDER 
FOR 


SMART, POPULAR PRICED 
MERCHANDISE 


e724 4444 4444444444444% 


* * 
HOW TO REACH THE NEW YORK SHOE MARKET 
|_TIMES. $4 




















We hope you will 
consider thisacordial 
invitation to call on 
any of the market 
establishments. The 
market is very easily 
reached from any 
part of New York. 
From Times Square 
or Pennsylvania Sta- 
tion, take the Broad- 
way-Seventh Avenue 
I. R. T. express to 
Chambers Street. 
From Grand Central 
Station take the Lex- 
ington Avenue ex- 
press to Brooklyn 
Bridge. If you take 
the B. M. T. Subway, 
get off at City Halli 
Station. From 42nd 
Street and Eighth 
Avenue take the new 
Eighth Avenue Sub- 
way express to 
Chambers Street 
Station. The great 
wholesale shoe mar- 
ket is but a block 
or two from any of 
stations. 
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The 
Crossett Shoes 


CAN NOW BE HAD 


IN-STOCK 


FROM AA TO EEE 
TO RETAIL AT 


$5 anp *G 


More Than 60 Styles In-Stock 

















No. 800! 
BLACK CALF 
OXFORD Write for Agencies in Your Territory 


rauaarre The L. and $. Shoe Co., Ine. 


No, ‘2002 TAN 144 DUANE ST. NEW YORK CITY 
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M. J. SAKS SHOE CORP. 


ANNOUNCE 
THE MOST OUTSTANDING FEATURE 


FOR 1934 IN 


WOMEN'S SEAMLESS PUMPS 
MADE ON THE NEW 


SAXON LAST 


IN-STOCK 


AAA-C SIZES 1-9 


Wh On 


Replaceable 


HEEL TOPS 


IN THE FOLLOWING MATERIALS 


PATENT LEATHER 


BLACK CALF GREY SUEDE 


BLUE KID WHITE CREPE 
BROWN KID BLACK CREPE 
IN HIGH AND BABY SPANISH HEELS 


PRICE $9.25 


INCLUDING EXTRA PAIR OF FITZ-ON REFILLS 
SAMPLES ON REQUEST 


M. J. SAKS SHOE CORP. 


152 DUANE STREET NEW YORK CITY 
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QUALITY 
IN-STOCK 


$9.00 A-B-C 


MANY MORE STYLES IN-STOCK 


B. FRIEDMAN SHOE CO. 
109 READE ST. NEW YORK CITY 


A FORERUNNER in the 
COMING SEASON'S HIGH STYLES 7 


@ KAFFA—807 

@ GREY KID—808 
@ BLUE KID—809 
@ BROWN KID—810 


WRITE FOR CATALOG 


“THE FRIENDLY HOUSE” 
145 DUANE ST. 
Lion SnHoeE Co. inc 


* NEW YORK CITY 


ainda ti ip tp >, tp im mn oe iia didi i i i i tp i i i im om eee! att i i i i i 





SDA DW VVVDVVVVVVVVVVVIV VS FSGS sVaqssessssessgssesee 





india i i i i i iy ty ty i th on ee 


LOOK FOR YOUR 
NEW SPRING SHOES 


ON THESE 


NEW YORK MARKET 
PAGES 


SMART, POPULAR PRICED FOOTWEAR 
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The Pedicharm Shoe 


for women 


FASHIONABLE—CORRECTIVE 
AAA - EEE 


IN STOCK 


A Large Assortment of 

Beautiful and Latest Pat- 

terns in Diversified 
Leathers 


To Retail at *4) and #25 


See Our New Spring Models 
of Pedicharm Shoes 


LAZARUS FRIED & SONS, INC. 


118-120 DUANE ST. NEW YORK CITY 
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etter heel... 


and areal 
selling help 






Panco STA-TITE Heels help sell shoes with 


their neat, distinctive appearance and 






their exclusive talking points .. . no nail 





holes to track dirt .. . nearly twice as much 





wearing depth as ordinary rubber heels 





... always remain tight at the heel base . . . 





and cost no more than any good heel. 





PANTHER PANCO CO. 


CHELSEA, MASS. 
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Here’s a Shoe Store 
That Checks Its Customers 


[CONTINUED FROM PAGE 26] 


Dear Sir: 


We are pleased to mail you your ANNI- 
VERSARY Dividend Check. and we wish 
to take this opportunity to thank you for 
your past patronage. 

In the past Dividend Checks have only 
been issued on our $5.00 shoes, but due to 
increased volume on our two other men’s 
lines you have made it possible for us to 
allow dividends on these also and you will 
find coupons attached to Dividend Check 
covering other priced shoes. 

By presenting this check at any of the 
above stores, properly endorsed, on or be- 
fore April 2nd, you may use same in pur- 
chasing your next pair of shoes. 

We sincerely trust to always have the 
pleasure of mailing you one of our Dividend 
Checks and believe you will agree that if 
this check is used regardless of what price 
shoes you purchase, we have made it pos- 
sible for you to make your purchase at a 
very substantial saving. 

| a checks are issued to our customers 
only. 

Yours very truly, 
GEO. HUTCHINS STORES, Inc. 
P. S.—We have a record of your size and 
width if you wish to order by mail. 





Pattern-Making As Independent 


Business 


WASHINGTON, D: C.—The Shoe Pat- 
tern Manufacturing Industry, whose 
operations are outside boot and shoe 
factories, again failed to get a code of 
fair competition into channels of the 
National Recovery Administration for 
final realization. 

After discussion that lasted the 
greater part of the day, Col. Roscoe S. 
Conkling, deputy administrator, de- 
cided that the code as presented did not 
represent a sufficient volume of the pat- 
tern making business to accept the code. 
Its proponents, Philip A. Sanborn of 
Boston, C. W. Conaway of Brooklyn, 
and John F. Teehan of Brockton, Mass., 
were unable to show that the code rep- 
resented the views of more than five 
independent shoe-pattern factories, 
though they contended that while there 
are 55 factories, the code did in fact 
represent 90 per cent of the volume of 
the business outside of shoe factories. 
It was agreed that the hearing would 
be recessed upon call of Colonel Conk- 
ling, the code backers in the meanwhile 
to send out a questionnaire in conjunc- 
tion with the officials of the National 
Boot and Shoe Manufacturers, in an 
effort to get the views of all makers of 
shoe patterns as to a proposed code. 

The opposition was voiced by F. A. 
Miller of the H. C. Godman Company 
of Columbus, Ohio, J. O. Ball of New 
York, executive vice-president of the 
Boot and Shoe Manufacturers Associ- 
ation, and Roger A. Selby, president 
of the Selby Shoe Company of Ports- 
mouth. They contended that the shoe- 
pattern industry is an auxiliary of the 
shoe industry, that no objections were 
entertained to the independent pattern 
industry having an individual code, but 
declared that it should not reach out 
into the shoe industry and cover its 
employees in the pattern trade who are 
satisfied under the shoe code, and who 


had not been consulted. 





















NATIONAL NEWS 
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Wholesale Price Index 


WASHINGTON, D. C.—A_ decided 
strengthening in the market prices of 


rise during the past week, according to 





farm products and manufactured foods | 
caused wholesale commodity prices to | 


an announcement by Isador Lubin, | 


Commissioner of Labor Statistics of the 
U. S. Department of Labor. Seven of 
the 10 major groups of commodities 
covered by the Bureau revealed rising 
prices, two showed no change, with only 
one group, chemicals and drugs, show- 
ing a fractional decrease. 

The rise in the index for the past 
week placed the general level slightly 
less than 14 per cent above the level 
for one year ago, when the index reg- 
istered 62.2 Present wholesale prices 
are nearly 19 per cent above the low 
point reached for the year (the week 
ending March 4), when the index was 
59.6. It was slightly more than 1 per 
cent under the high point of the year, 
reached during the week of Nov. 19, 
when the index registered 71.7. 

Rising prices for hides and skins 
caused the hides and leather products 
group to show more than one-half of 1 
per cent increase. Slightly advancing 
prices for bituminous coal and Cali- 
fornia refinery gasoline influenced the 
fuel and lighting materials group to 
rise fractionally. Increases in certain 
steel items caused the metals and metal 
products group to move upward. Cer- 
tain paint materials and lumber items 
caused the building materials group to 
rise fractionally to 85.4, the highest 
point reached during the present year. 
The miscellaneous group of items also 
showed a slight increase over the week. 





Endicott-Johnson 
Income Increases 


Enpicotr, N. Y.— For the year 
ended on Nov. 30 last, the Endicott 
Johnson Corporation reported a net 


| preciation and 





profit after all charges, including de- 





taxes of $2,154,941, 


equivalent, after preferred dividend 








N. E. Johnson. Sales even surpassed 
those of 1927, 1928 and 1929. The de- 


requirements, to $4.30 a share on 405,- | partment has felt the growth in sales 
360 shares of common stock outstand- | volume ever since July, each of the last 
| six months of the year running far 


ing. This compares with a net profit of 
$1,188,240, or $1.80 a share, in the pre- 
ceding year. 

In his letter to stockholders, George 
W. Johnson, president, said: 

“The first quarter of the year was 
anything but promising. It remained 
for the National Recovery Program to 
develop a very definite improvement. 
With the advent of this new program, 
orders soon justified 100 per cent pro- 
duction. We were able to run all our 
factories at capacity for the remainder 
of the year. As a result, our produc- 
tion exceeded by 9 per cent the largest 
number of pairs produced in any 
previous year, and dollar sales, which 
amounted to $49,818,141, were 14 per 
cent better than a year ago.” 





Beats Records 


GLENDALE, CAL.—The women’s shoe 
department in Lauderdale’s, one of the 
largest department stores in Glendale, 
had the biggest December it has had in 
seven years, according to the manager, 

















AN APOLOGY 


On the front cover of the January 6th issue 
of the Boot and Shoe Recorder the canvas part 
of the ‘“Bike-Ked” illustrated in the United 
States Rubber Co. advertisement should have 
been a rich brown instead of the greyish brown 
shade shown. The color of the brown pig- 
finish trim is approximately right. 

Printing ink colors dry out differently under 
different climatic conditions, hence the greyish 
brown effect. 





| any year 


ahead of the corresponding month of 
since 1929. 





Ohio Leather Declares Dividends 


GIRARD, OHI0O.—Ohio Leather Co., at 
its recent directors’ meeting, declared 
quarterly dividends on first and second 
preferred and common stock. The divi- 
dends are the same paid for previous 
quarter in 1933. The dividends on first 
preferred of $2 a share and second pre- 
ferred of $1.75 a share are payable 
Jan. 2 to stock of record Dec. 20. The 
common dividend of 25 cents a share 
was paid Dec. 30 to stock of record 
Dec. 20. 


Kerber Shoe Co. Chartered 


BALTIMORE, Mp.—The Kerber Shoe 
Company, Inc., Cumberland, Md., has 
been chartered to deal in shoes and 
footwear generally. Capitalization is 
placed at $10,000, consisting of 200 
shares of common stock, each share 
having a par value of $25. The or- 
ganizers and incorporators are William 
F’. Kerber, Thomas Beane and Webster 
Hochman, all of Cumberland. 





To Job Men’s Shoes 


INDIANAPOLIS, IND.—Nutz and Gross- 
kopf, 107 South Pennsylvania Street, 
wholesale dealers in leather, findings, 
shoe store equipment and repair ma- 
terials, have added a jobbing line of 
men’s shoes and rubbers. 





Children’s Shoe Dept. Opened 


CoLFAXx, lIowaA—C. J. Waddington re- 
cently dpened a specialty children’s 
shoe department in this city. 
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All White Displays 


CHICAGO, ILL.—Stores here are al- 
ready offering “cruise-aiders” for the 
vacationists and several windows are 
in gala attire with white shoes for 
cruise and Southern resort fans. 

One whole window at F. E. Foster 
and Company’s is given over to white 
beauties. For dressy wear are kids 
and calf skins in all white. Many of 
these have T-straps or are low ties. 
They have tiny perforations either in 
irregular form or in elaborate pat- 
terns. One four-eyelet tie has tiny 
perforations in a pattern which gives 
it a very lacy effect and is a dainty 
accessory for an ultra feminine outfit. 
Another new model has these wee 
perforations on one side of the toe 
only and on the heel. Another new 
comer has a lacing of blue, brown or 
black patent around the top edge of a 
white kid. 

Spectator sports shoes are in all 
white buck or white buck combined 
with black or brown calf. Many of 
these models are adaptations of the 
ghillie family. These have leather 
heels. 

The white display is simply ar- 
ranged on mats of white kid which are 
strikingly effective in connection with 





the white blanket of snow which has 
just covered Chicago. 

According to Carl Burgstahler there 
is already an active demand for shoes 
for active sports wear. 

At O’Connor and Goldberg’s a win- 
dow full of interesting new Spring 
beauties is marked “For the South- 
land.” The gayest of these are some 
that borrow their excitement from the 
Mexican influence. They are open 
sandals of doe skin and are made of 
stripes of very brilliant colors boldly 
combined. A new fabric in brown and 
white, blue and white, and black and 
white, very fine stripes, makes up some 
open sandals with high heels. The 
sole is lined with the material. These 
are quite striking. A slipper of a linen 
colored fabric has a woven-in motif 
on the toe that looks like petit-point. 
A short-vamp, semi-open shank, one- 
eyelet tie is of white pigskin and brown 
calf. It has very large and unusually 
designed cut-outs. 





“All White,” Says Miami 


MIAMI, FLA.—Cornell’s on East Flag- 
ler Street, while showing a number of 
striking models in all white, are offer- 
ing some stunning combinations in 
white with brown, black or gray trim. 
White is going over big this season, 
with brown and white a close second 
and black and white third in order. 
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Practically every walking shoe shows 
perforations, usually in the trim, some 
very smart models having toe and heel 
of perforated reptile and the shoe of 
white buck. It is quite noticeable that 
the size of perforations is larger this 
season than last. This is particularly 
true in sports shoes, the reason ad- 
vanced being that while women like the 
sandal for coolness and comfort, they 
do not care for binding straps and so 
get the same comfort out of a per- 
forated tie. 

Sandals, however, are popular for 
spectator wear and for evenings. Scuff 
or rough leathers are exceptionally 
good right now and work up well in 
perforations and in combination with 
other kids. 

While many shoe stores are featur- 
ing handbags as an adjunct to shoes, 
few are showing evening bags. In 
Cornell’s special attention is given eve- 
ning bags and they are offered in a tie- 
up with evening slippers. Mr. Cornell 
states that they have had an unusual 
sales volume in this line. 





Grain Leathers Selling Well 


CHICAGO, ILL.—Scotch grain and Nor- 
wegian calf and boarded leathers in 
both black and tan are in increasing 
demand in the men’s department at 
O’Connor and Goldberg’s State Street. 





store, according to Julius Wolf. 
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TO $3.50 SINGLE 


UP-TO-DATE ROOMS 
AT DOWN-TO-DATE RATES 





TO $5.00 DOUBLE 


600 LARGE, CHEERFUL ROOMS 


Private underground passage 
from Pennsylvania Station... 
saving taxi fare. One block from 
Fifth Avenue and Empire State 
Building. Subways, elevated 
lines, buses and trolleys stop at 
door. Direction— American 
Hotels Corporation. 

GEORGE H. WARTMAN, Manager 


es” HOTEL 
RTINIQUE 


BROADWAY AT 32ND STREET - NEW YORK 
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Enjoy the luxury of a NEW hotel— 
ALL the conveniences provided by the 
last word in equipment—yet pay rates 
: in keeping with the times! Hotel 
wlaagieige Governor Clinton offers maximum com- 

4 fort, quick, courteous service and the 
finest accommodations at rates that 
start as low as $3 a day. For two the 


1200 ROOMS AND BATHS 
7th Ave. at 31st St., New York City 


OPP. PENNSYLVANIA STATION 8. &0O. BUSES STOP AT DOOR 










rates are but One Dollar More! 





HOTEL 


OVERNOR LINTON 


Cc. W. RAMSEY, JR., MGR. 
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illustrate the completeness of our 
service in helping the industry to 
put its best shoe forward. Even 
manufacturers of juvenile footwear 
realize the advantage of presenting 
their samples as fresh and smooth as 
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FAIRY FORMS for INFANTS’ and CHILDREN’S SHOES 


though they were still on the wood. 
Consequently, our comprehension 
and handling of juvenile form prob- 
lems is as complete and thorough as 
the service we render manufacturers 
of men’s or women’s shoes. 





















SHOE FORM Co. 


Write for Booklet and com- 
plete information about 
Fairy Form selling aids. 
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AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Northampton, England Paris, France 
Frankfort, Germany Melbourne, Australia 














VENTILATED TENNIS SHOES FOR SPRING 








The selling of rubber tennis shoes as 
such has materially changed and ex- 
panded in the past five years. 





Ventilated Tennis Shoe patented by 
Endicott-Johnson 


It was then the case of selling a con- 
siderable number of more or less 
smelly “tennis” rubber goods during 
the Summer months only to those boys 
whose parents would not let them go 
barefooted. The selling season lasted 
four months at the most in the North, 
with two early, fair-selling months and 
two “clean-up” months. 

Rubber shoe lines are now greatly 
augmented. As the lines and purposes 
have been expanded, so have the sales- 
making opportunities. 

Instead of one short season, rubber 
footwear is salable the year round with 








two peaks. One in Spring, at the start 
of the warm-weather season, and one 
just as school opens in the Fall. 

Gym shoes, basketball, etc., are sal- 
able every day in the year. 

Basketball is now being played in 
every part of the country the year 
round. Even in the remote country 
places, boys manage to rig up baskets 
between a couple of trees or posts. 
Nearly all schools have _ basketball- 
playing facilities in their back yards or 
basements. 

The five-day work week will be the 
means of countless men, women and 
children buying some sort of a rubber- 
soled shoe which they can wear on 
their newly-found extra day’s outing. 

With this possibility of an increased 
season, progress and invention are in 
the direction of improving a rubber 
tennis shoe. One of the leaders in the 
field boasts a tennis shoe with a genuine 
leather-ventilated insole that reduces 
sweating and smelling and prevents 
burning feet. Eliminates perspiration 
and excess odors. Makes shoes cooler, 
holds shape better, wears longer, molds 
readily to form of foot. Can’t shift, 
curl up or get lumpy because it’s 
stitched into position by a patented con- 
struction owned exclusively by Endi- 
cott-Johnson. Now improved by a new, 
added feature—Ventilated—by perfo- 
rating that helps the sole “breathe.” 














White Buck for Children 


HoLLywoop, CAL.—White buck high 
shoes for children have proved different 
enough to please Hollywood customers 
and for some time have proved big 
sellers for the children’s shoe depart- 
ment of the Hollywood Boot Shop at 
6683 Hollywood Boulevard. These are 
not merely custom made as is usually 
the case with such shoes here but are 
kept in stock in large numbers to meet 
the demand. Children up to 7 years are 
served. 

Lester Baymer, the manager of the 
department, expects the demand to con- 
tinue until well along in the Spring. 

Mr. Baymer has but recently taken 
charge of this department, coming to 
the Boot Shop from Charley Kline’s 
French Slipper Shop in Hollywood. 
Prior to his service there he was con- 
nected with the French Bootire, a slip- 
per shop under the same ownership as 
the Hollywood Boot Shop. 





Robes and Toys 


DANVERS, Mass.—Mrs Day’s Ideal 
Baby Shoe Co. is making robes of 
sheepskin in which to wrap the baby in 
when she goes out riding, as well as 
shoes for babies, and, also, toys of 
sheepskin, like dogs, bears, cats and 
ducks, for the baby to hug up in the 
carriage. The toys are stuffed with ka- 
pok, and so are as light as can be and 
soft to the little hands of the young- 
sters. 
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WHERE TO BUY 
Men’s Shoes 





MEN’S “FINE SHOES 
OLD COLONY SHOE CO. ern 


NEW YORK 
marble Bids. . 18 Wigs Bt. 


Shoes Now Retail $8.50 Up. 


























“HIGHEST GRADE ONLY” 
EAST WEYMOUTH. MASS.U.S.A. 
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Leathers 


1 ll ell 


MANDRUCCA > 
is ee registered trade- © 
pt Ms © 











superior tannage, A 

originated by re 

the "Ss 

signed. of 7 h nt ° 
prs BL 


\2 4 ” treats or by 
colorful imita- 
tion, wittt be 


. Pm prose- 
R\ R. NEUMANN & CO. 
HOBOKEN, NEW JERSEY 


Adds Men’s Shoes 


PROVIDENCE, R. I.—Sam’s Clothes 
Shop, for several years located at Ol- 
neyville Square, has added a shoe de- 
partment to its line of men’s apparel 
and furnishings. The department is in 
charge of Samuel Perlow. 











BOOT -AND 








CHATTANOOGA, TENN.—J. L. McCol- 
lum, manager of the shoe department 
in The Vogue, arranged the above dis- 
play. The complete background is of 
white silk. The snow scene is on black 
velvet; the deer standing in grass cov- 





Boot and Shoe Recorder 
Chicago Office Moves 


Chicago, Ill_—The Boot and Shoe Recorder 
office is again located in the Republic Building. 
Room 209, please. 

B. C. Bowen, Recorder Western Manager, is 
in charge. 








David Allen Sons, Incorporated 


LoRAIN, OHIO— Papers have been 
filed with the Secretary of State char- 
tering the David Allen Sons Co., with 
a capital of 250 shares of no par stock, 
to deal in a full line of shoes, hosiery, 
etc. Incorporators are Stewart C. Al- 
len, Howard E. Allen and Mona A. 
Allen. 





q FACTORY CHANGES > 





Brockton Co-Operative 
Reorganizing 


BROCKTON, Mass.—Incorporated with 
a capital of $125,000, the Brockton 
Boot & Shoe Co. (formerly the Smart- 
last Boot & Shoe Co.) will effect the 
reorganization of the Brockton Co-op- 
erative Boot & Shoe Co. of Campello, 
it was announced recently. The new 
company takes over the business of the 
Brockton Co-operative. Until the re- 
organization is fully completed, the 
present firm will continue in the manu- 
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TIMELY WINTER WINDOW IN SOUTH 















ered with snow to match the snow 
scene. Cards hanging in the back are 
covered with red oilcloth with white 
letters. This is one of the most sales 
compelling windows seen in Chat- 
tanooga for a long while. 





ment and personnel will remain the 
same in the newly organized Brockton 
Boot & Shoe Co. 


C. A. Eaton Co. Merges 
With Richards & Brennan Co. 


BROCKTON, MAss.—C. Chester Eaton, 
president of the Charles A. Eaton Com- 
pany of this city, announces the merger 
with his company of the Richards & 
Brennan Company of Randolph, Mass. 
Lasts, patterns, machinery and raw ma- 
terial in the Randolph plant are being 
moved to the Eaton factory. William 
J. Brennan of the Richards & Brennan 
Company becomes vice-president of the 
Charles A. Eaton Company. 

“The character of shoes made by the 
two concerns and the type of customer 
which each sells,” says Mr. Eaton, “are 
quite similar, and, in our judgment, the 
combination is a sound move.” 








TRADE LITERATURE 





Emerson’s Booklet Out 


GARDINER, ME.—A 52 page booklet 
of convenient size and resplendent in 
blue and gold, has been issued by the 
Emerson Shoe Co. Eighty-four in-stock 
Winter styles are listed, the majority of 
which are pictured on a full page. In- 
cluded are a number of attractive styles 
in field and riding boots, and their 
Kumfort-Arch line—“Correct,” as well 








facturing of shoes. Present manage- 


s “Corrective.” 


January 13, 1934 
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POPULAR NEW ORLEANS SUBURBAN STORE 


\ 


NEw ORLEANS, LA.—A shoe store 
which reports a high sales volume is 
Albert A. Ravain’s of 1801 Tulane Ave. 
Mr. Ravain has been manager of this 
store for the past eighteen years, and 
was owned until he recently took it 
over, by the estate of the late J. H. 


January 





13, 1934 


Ravain. Mr. Ravain is “a man of 
parts.” Aside from his meritorious 
reputation as an able manager, he is 
also known as an expert window dresser 
and sign card writer. Of course Mr. 
Ravain (we blush to mention it) is an 
old subscriber to the RECORDER. 








>» STORE CHANGES 4 


Hollywood Vanity Branch 


HoLtywoop, CaL.—The Vanity Slip- 
per Shop, unit in a chain of popular 
priced stores, featuring only women’s 
footwear, operated by the Wohl Shoe 
Company, has opened at 6500 Holly- 
wood Boulevard with R. L. George as 
manager. 

-The new store is said to be one of 
the most attractive in the chain and is 
done in modernistic appointments and 
motif. It has a corner location, a 
frontage of 22 feet and a depth of 60 
feet. There are forty-four chairs. 

Mr. George was manager of the 
Vanity Slipper Shop at 321 Pike Street, 
Seattle, for two years but for five years 
has been with Mantel’s at 746 S. 
Broadway, Los Angeles. 


Gunn & Critzer to Move 


SPOKANE, WASH.—FEarly in the New 
Year the Gunn & Critzer shoe store of 
this city will move to a high-quality lo- 
cation in the Davenport Hotel, accord- 
ing to announcement of Leslie H. 
Critzer, president. 

The new store will have two sales 
rooms. In the expansion and removal of 
the organization, of which George C. 
Gunn is vice-president, high grade men’s 
and women’s shoes will be carried in a 
beautifully diversified stock. Sales per- 
sonnel will be augmented by the addi- 
tion of two new salesmen, and the floor 
space for customers will be considerably 
enlarged. 





WHERE TO BUY 
Shoe Trees 


QUICK PROFIT ITEM - 5 


SIMPLEX SHOE TREES 


SELF ADSUSTING— 
A gentle squeeze 
imserts or removes. 


i 
FOR 


paler 


0S W.ADAMS ST. CHICAG 


OP Oe 


WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
(afants’ Soft Soles.. 
latermediates ........ e 
Flexible Hard Soles. ..2-8 
Send for In-Stock 
Oatalog 
MRS. DAY'S IDEAL BABY 
SHOE CO. 


Locust St. Danvers, Mass. 














Glink Managing Ruby Store | 


CHICAGO, ILL.—R. Glink has recently | 
been appointed manager of the Madison | 
Street store of Alfred J. Ruby, Inc. 
He was formerly for ten years with 
Charles A. Stevens and Company. 

While not in any way departing from 
the standard of conservative quality for 
which this store has always stood, Mr. 
Glink says that it will be his policy to 
meet the demands of the patrons for 
high styles and latest fashion modes 
which reflect the constantly changing 
standards of the stylists and fashion 
experts. 





| 
Store Moves | 





2 MAIN ST. 
WILTON _MAINE = 


GHBASS & CO. 


8 8 PS 


WHERE TO BUY 


Women’s Shoes 
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| GENUINE HAND TURNS 


GLENDALE, CAL.—The Glendale Boot- | 
ery, operated for several years at 134 
North Brand Boulevard, in this city, 
has moved to 308 North Brand Boule- 
vard. The store has comfortable quar- 
ters in the new location and has the 
salon type sales room. 

R. E. Brown, the proprietor, who has 
been in the shoe business in southern 
California for a dozen years states he 
is handling only quality shoes in the 
better price brackets for both men and 
women. 


Fla. Resort Shop Opens 


Miami BEACH, FLA—The Miami 
Beach Bootery, selling exclusively I. 
Miller & Sons shoes, has been opened at 
815 Lincoln Road. George Bartells will 
manage the shop. He was formerly 
with the I. Miller stores in New York 





and Wheeling. 


Sys Ge 


ONE 
GOOD TURN 
SELLS 


ANOTHER Yes 


ren JANUARY GRADUATIONS 
0. 1108 WHITE KID EDNA 


Pride Heel—AAAA to C 
2% to 8 Pointed Toe Last 


DODGE, BLISS & PERRY ix. 


WBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 





C. O. McKim Transferred 


OMAHA, NEB.—C. O. McKim has 
been transferred from the Des Moines 
Panor store to the branch in this city. 
The Omaha store is one of the largest 
in the chain and McKim promises ex- 
ceptional facilities for the new year. 
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WHERE TO BUY 


Women’s Shoes 
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THIS WEEK'S BOUQUETS 
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FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 
IT WILL PAY YOU TO SEE 
OUR COMPLETE LINE 
oF 
HIGH STYLE 
WOMEN’S SHOES 
AT 


M.A.S.R.A. CONVENTION 
HOTEL ADELPHIA 
JANUARY 22 to 24 


BETT SHOE CO. 
58 N. 4th ST., PHILADELPHIA 
































Marge 
In Stock 
$3.35 










R1034 Genuine aed kid sandai. 72 Last (Narrow 








Toe) 20/8 H 
R4036 Black satin, same pattern............- $1.85 
R4038 White faille, same pattern........+++. 1.85 
42 Last—Medium Toe 
wih to C Widths 
te for Ctssutee 
Ter % 10. pl Net 30 F.0.B. Fact 

HANNAHSONS SHOE CO. Haverhill, Mass. 





THE DEPRESSION in the innersole of 


a shoe often causes weakened anterior 
arches of -the feet. 


Th 
Innersole “The 
° 


Clara Bayer 


Remains flat and 
smooth thruout the 
life of the shoe. 






SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 














Many Thanks, Mr. Jensen 


(Due to the unusualness of the following 
letter, we print it in full) 


Enclosed find draft for $10 in payment 
for my annual subscription of the Boot & 
SHoeE Recorper, the contents of which is 
much appreciated by the writer. 

I often feel that some line or a short 
paragraph might be given to Australia re 
conditions of the shoe trade. We are big 
producers of hides and our Wallaby and 
Kangaroo skins are well-known all over the 
world for their softness and durability. 
Our export of these skins as well as the 
reptile skins is enormous. 

















VIC JENSEN 


The shoe trade of Australia is undoubt- 
edly our largest secondary industry. Of 
course, our population being approximately 
6Y, millions, we are along way behind the 
U. S. A. in demand, nevertheless, we have 
some very large shoe factories which pro- 
duce up to 1500 pairs per day. The protec- 
tive tariff has excluded imports to a great 
measure. 


However, we are readers of your journal 
and it is widely known. 

I have been president of the Queensland 
Boot and Shoe Retailers Association for the 





past two years. Our state just exceeds a 











January 13, 1934 








population of 700,000, being on the eastern 
coast of Australia, no doubt well known to 
you by subscriptions received for your jour- 
nal. We have four large exclusive shoe 
stores and employ 60 sales clerks. 

Vic Jensen, Vic Jensen’s Pty. Ltd., 
Brisbane, Queensland, Australia. 
















Lion Fans Follow Victory 


New York, N. Y.—Three intensely 
interested radio listeners on New 
Year’s Day during the time of the Rose 
Bowl football game broadcast were well 
known shoemen who have long followed 
the fortunes of the Columbia team. 
And the reason is plain, for A. D. 
Toomey, shoe buyer for the men’s and 
children’s shoes at Lord & Taylor, 
played half-back on the 1925 Columbia 
team; Edmond S. Kornsand was end 
on the same team, while S. Grant Stone, 
who sells the C. H. Alden line in the 
metropolitan New York district, was 
manager of the Columbia baseball team 
during 1925. 


















Honored for Service 


PROVIDENCE, R. I.—Hon. Frank E. 
Ballou, shoe merchant of more than 50 
years of practical experience, plays a 
leading part in the political and busi- 
ness life of Providence, R. I. As a state 
senator, his influence for good is known 
throughout the state. This week he 
was re-elected chairman of the Retail 
Trade Board of the Providence Cham- 
ber of Commerce. As such, he will be 
vice-president of the Chamber. 

He also becomes a member of the 
Retail Code Authority of the City of 
Providence. Due to political and local 
activities, he has been so active at 
home that he has not been able to par- 
ticipate in National Shoe Retailers As- 
sociation affairs, although at one time 
he was a director of the national body. 











































A. G. Brown Ill 


INDIANAPOLIS, ,IND.—Arthur G. 
Brown, general manager of the Marott 
Shoe Store, is confined at his home, 
3921 Washington Boulevard, on the 
verge of a nervous breakdown. Mr. 
Brown has not been enjoying good 
health for some time, and the collapse 
occurred Friday, Dec. 29. While his 
physician says there is nothing seri- 
ous, and he is resting very well, he 
recommends a much-needed rest. Mr. 
Brown has been active in the shoe busi- 
ness in Indianapolis for more than 
forty years. 



















Moreno Managing Cort Store 


CANTON, OHIO.—The Cort Shoe Co. 
has announced the appointment of 
Quentin B. Moreno as manager of the 
local store. J. Rose, former manager, 
has been transferred to Cleveland. Mr. 
Moreno has had several years’ experi- 
ence in retail shoe merchandising and 




















has been a life-long resident of Canton. 
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> > ON THE SELLING END < 


News of the Travelers and Sales Activities 








lowa Shoe Travelers Elect 
Officers 


Nearly all the old officers of the Iowa 
National Shoe Travelers Association 
were reelected at the annual meeting 
of this live organization, which was re- 
cently held in Des Moines, the elec- 
tion of H. M. Ghriest as second vice- 
president being the only change in the 
previous line of officers. 





CARL P. ORTLUND 
President 


The official family includes Carl P. 
Ortlund, president; O. R. Blechinger, 
vice-president; H. M. Ghriest, second 
vice-president, and J. E. Wm. Prescott, 
secretary-treasurer 





Pres. Carl P. Ortlund has called a 
special meeting of the association which 
will be held in Des Moines at the Ho- 
tel Fort Des Moines on Jan. 13, at 
which time reports of the delegates to 
the national convention in St. Louis 
will be heard and considered. 





Torson Men Gather 


Salesmen who carry the Torson line 
of shoes have left for their territories 
after attending the regular winter sales 
meeting at the factory in Grand Rapids, 
Mich. 

The Herold Bertsch Shoe Company 
who manufacture the Torson Shoe 
have developed a new line of men’s 
corrective footwear embodying several 
patented principles designed to prevent 
a rotating heel and foot pronation. 
Six styles in men’s oxfords to retail 
at $5.00 in calf and kangaroo will be 
carried in stock in widths this coming 








season. This line is known as the 
Torson Foot Cradle Shoe, the name 
being copyrighted. In addition to this 
line the men will carry a complete line 
of sport shoes and tan and black calf- 
skin oxfords to retail at $4.00 and 
$5.00. ° 

The following Torson salesmen at- 
tended the factory sales meeting: P. J. 
Karman, Grand Rapids; A. Reitsema, 
Grand Rapids; R. P. Geyer, Detroit, 
Mich.; M. Crane, Chicago, Ill.; S. M. 
Phillips, Pittsburgh, Pa.; S. J. Wertz- 
berger, Scranton, Pa., and Louis Ru- 
bin, Buffalo, N. Y. 





Sees Good Spring Trade 


New York, N. Y.—Samuel D. Steck- 
ler is celebrating his tenth anniversary 
with the Lion Shoe Co. this week. In 
his capacity of metropolitan sales rep- 
resentative for his company he is find- 
ing considerable interest among the 
stores which he contacts relative to 
early Spring business. Enough orders 
have beeri booked so that decided trends 
are indicated. This early buying in this 
district is in decided contrast to pre- 
vious years. Last year, Steckler states, 
his trade was only interested in plain 
black and brown styles while for the 
coming season there is considerable or- 
der placing on embossed reptiles, gray 
kids, leather soled sport oxfords, also 
questions are being asked as to white 
shoe coverage. All of this indicates to 
this veteran shoe salesman that the 
early Spring will see a great increase 
in sales, due to the variety of styles on 
display in the shoe windows. 





Cincinnati and Rochester Elect 
Officers 


The newly elected officers of the 
Cincinnati Association of the National 
Shoe Travelers are President Albert 
Klinkicht and Secretary-Treasurer 
Frank J. Weber. 

Officers who are to serve the Ro- 
chester Association of Traveling Shoe 
Salesmen for the present year were 
recently selected as follows: President, 
C. W. Anderson; Vice-President, M. C. 
Smith and for Secretary-Treasurer, 
C. B. Rowley. 


Travelers Change Jobs 


INDIANAPOLIS, IND. — Fred Naegele, 
formerly with the Endicott-Johnson 
Company, has taken over the Peters 
Shoe Company line for the State of 
Indiana. J. Clarke Espie has taken the 
Endicott-Johnson line for the State of 
Indiana. Clark was formerly Indiana 
representative for the Craddock-Terry, 
Shoe Company. 
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jy eabrenen TO BUY 


Men’s and Women’s 
Slippers 
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S. CHASE & SONS, eae 
HAVERHILL, MASS 
in Stock—Men’s Full Leather Lined 
Handturned Slippers 
Priced from $1.75 
Kid Pullman Slippere 
colors and black witb 
Snap Pocket 81.25 
‘Zipper Pocket $1.50 


w. 






KUSH-IN-EZE 


HAND TURNED 





FOOTWEAR 
IN STOCK 


Ne. 156 Black 
Kid $2.25 


ee 


No. 40! Black 
Kid $1.75 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 
(Division of L. B. Evans’ Son Co.) 
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WHERE TO BUY 


Hosiery Protectors 


S646 PO 8 A EO ee 





SHOE an HOSIERY 


de 
bu ding. 
with genuin 





a4 


everywhere 
pera and and goodwill 


WALK-EZE 
Stocking Protectors 
They Sell 


Saves” w 
Themselves ahead 


NEEL“ roe 


Only WALK-EZE’S are ff Rrcnance 
made of patented Kemi- \\\(#conomy 
Suede—the non-Injurious Vistas 
material that ls NY 


ee tani TaR 
— and 
quentpresl. 
Sizes for Women Protected by 
Men and Children Ratent Numbers 


Order from your yo CAN. 28102! 
WALK-EZE Sales Offices. Stamped ‘on every palr. 


Executive Office, Syracuse, N. Y. 
NEW YORK: 1141 Broadway 
CHICAGO: 114 E. Austin Ave. 
CANADA: 729 St. Antoine St., Montreal 














Kinnear Enters Retailing 


INDIANAPOLIS, IND.—Earl C. Kin- 
near, past-president of the Indiana 
Shoe Travelers’ Association, and until 
recently connected with Bellas-Hess 
Company, chain store operators, has 
entered into the shoe business at Lo- 
gansport and Kokomo, Ind. Mr. Kin- 
near stopped over in Indianapolis last 
week on his way to St. Petersburg, 
Fla. While in the city he called at the 
Shoe Travelers’ clubrooms in the Hotel 





Washington. 
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CLAV/IFIED ann WANT AD 


A DEPARTMENT . 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
MEET . oe ee 





BOOT 



























SALESMEN WANTED POSITION WANTED POSITION WANTED 


SIDE, LINE INFANTS’ PREWELTS avail 
able to men with establis trade. 8%. = . 
Complete stock. Will consider only ap ale od AN ENVIABLE RECORD as shoe factory manager and technician in the 






















who can give present connection as reference. Brooklyn shoe industry should be of interest to the manufacturer who needs 
Address D-602, care Boot & ~~ meen h . f h : . . 
239 West 39th Street. New York, the services of such a man. Fifteen years with last employer. Experienced 






in operating women’s turn or cemented factory. Trained accountant, cost 
accountant and credit man. Willing to locate anywhere. References exchanged. 












ALESMEN wanted for short snappy line of 











men’s $5 retailers, Brockton made. Give full DAVID C. STUTTS, 50 E. 18th St. Brooklyn, .\N. Y. 
information in first letter. A. Freedman & - 
Sons, Inc., Brockton, Mass. 





















Be BUYER, Assistant Buyer, or Manager backed 









ALESMAN to carry line of house slippers as with 35 years experience in Retailing, Road TUNITY 
sideline on commission only. Write Value Salesman, and Merchandising, can give A-1 BUSINESS OPOR 
Slipper Co., 1017 Church Ave., Brooklyn, N. Y. references. Address D-609, care Boot & Shoe 





Recorder, 239 West 39th Street, New York, 


















THIS IS NOT 


s ON WA D DVERTISING MANAGER coke suenestion 
with shoe manufacturer. oe: 8 A WANT AD 


















































years advertising; mostly = ls Idren’s reg- ai 
ular and orthopedics, some women’s. Good copy It is an opportunity for am- 
TO HELP YOU MAKE writer and layout man. Retail and wholesale PE 
MORE PRO S selling. apg experiences provide = bitious young men who can 
FIT promotiona ideas. nows consumer, ealer 9 
and factory angles. Inventor of unique foot- sucessfully operate Women’s 
A young man, 26 years of age, will printing device. Some manufacturer seeking to Shoe Departments in Depart- 

E . - individualize his line can profitably use the 
go anywhere. Eleven years’ retail shoe services of this versatile fellow. Christian. ment Stores. 

* * os Age 33 socate anywhere in East. ress . . 
ri epg _Five years as Mgr. Ladies D-610. care Boot & ~ Recorder, 239 West REQUIREMENTS: Experi- 
Medium-Priced Stores. 39th Street, New York, N. Y. ence — Ability — Confidence 
; Knows merchandising and advertis- Must furnish A-l references 
i geal aeiagscoc meter penienced “shoe salesman, Ten yeas’ ex. | 8 to character and reliability 
of references. Salary expected $120 perience selling. Have excellent following in and make small capital in- 
month. Maryland, Delaware and Washington. Would 

° like ied commas with medium price manufacturer vestment. 
Write G. E. LASHLEY ob Have my own car and willing to Large concern has o r- 
RD#1 Johnstown, Pa Eg vont commission. Address D-606, care Z rg 7 a . ppo 
’ teal Root & Shoe Recorder, 239 West 39th ‘Street, tunities in all territories. If 
New York, N. Y. Fs 
interested and can meet re- 














quirements, write 





















OUNG MAN: Willing to do cnything. Cap- HOE executive desires sition as manager 

able typist, expert ofie worker, ability at s or buyer of shoe store — shoe departaneat. Address D-611 
mimeograph, octamer » Sing systems, han- Have nine years successful experience as man- Care Boot & Shoe Recorder 
dling correspondence. nowl edge advertising. ager of shoe department in department stores 239 W. 39th St., New York, N. Y. 
journalism. Some sales experience. Good op- catering to the better trade. Address D-607. 
portunity more important than high salary. Ad- care Boot & Shoe Recorder, 239 West 39th 
dress D-599, care Boot & 44 poreer. 239 Street. New York, N. Y. 











West 39th Street, New York, 











LINE WANTED 

















OMEN ’S and Children’s shoe buyer desires TUNITY 
Was connection. Young, capable, experienced. BUSINESS OPPOR : é : 
Associated during the last fourteen years with FOR Western Pennsylvania or Northern Ohio. 
Abraham & Straus (5% years); Macy’s Ladies’ novelty line to retail from $4.00 to 
(3% years), The Namm Store (5 years), Ad- SHOE STORE WANTED. Have Buffalo $6.00. Address D-608, care Boot & Shoe 
dress D-597, care Boot & Shoe Recorder, 239 residence to exchange. Childs, 155 Lincoln, Recorder, 239 West 39th Street, New York, 
West 39th Street, New York, N. Y. Kenmore, New York. ae - 





















CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 

Classified advertising is payable in advance. 

& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 





















When writing advertisers please mention Boot and Shoe Recorder 
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FOR LEASE 





WE have for immediate leasing in our Depart- 
ment store, a men’s and ladies’ shoe depart- 
ment on percentage basis. Address D-603, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





Ruthberg's of Middletown, N. Y. 
Orange County's Leading 
Women's and Misses’ Apparel 
Shop 


Offers part of their Main 
Floor for the operation of a 
Shoe Dept. 


Exceptional opportunity for a live wire 
chain organization, handling women’s nov- 
elty shoes at $3.00 to $5.95. No competi- 
tion in this town in this style and price 
range. Will also id resp ible in- 
dividual who can offer an outstanding $3.50 
to $6.50 Style line in this price range and 
give this department personal attention. 
Wire for appointment. This proposition 
merits quick action. 














FOR SALE 





UE to sickness and other business interests 

a general shoe store doing a good business 
is for sale in a college town of 3,000 population. 
Address D-604. care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





AN OPPORTUNITY FOR SHOE CLERKS. 
Well established women’s popular price shoe 
in busy apparel shop in South 
Dakota town of 18,000. Doing nice business; 
Small overhead; best location. Good reason for 
selling. Small capital will handle. Address 
D-605, care Boot & Shoe Recorder, 209 South 
State Street, Chicago, Illinois. 


department in 








Lyndhurst Store Incorporates 


LyNpDHuRST, N. J.—The Lyndhurst 
Shoe Co., Inc., retailer, has been incor- 
porated here with a capitalization of 
$50,000. William E. Biyona is regis- 
tered agent. 


‘As In A Looking Glass” 


PHILADELPHIA, Pa.—The Blum Store 
has felt the Alice in Wonderland in- 
fluence as evidenced by an extremely 
attractive evening sandal displayed in 
the shoe salon. One hundred and sixty- 
five tiny colored mirrors are hand-sewn 
to the stripping and present a brilliant 
effect. The sandals are toeless and 
heel-less (though supported by high 
heels) and are proving popular with 
the store’s smart clientele at $27.50 a 
pair. 

A. J. Stine, buyer for the shoe de- 
partment, is busy at present with the 
new Spring styles. One of the numbers 
to be featured is a custom-made serge 
cloth to be shown in black, brown and 
blue. A most attractive pump in this 
material is trimmed with patent leath- 
er, while a simulated buckle of stitched 
leather provides an ornament that is 
different. 

A number of all-white Spectator 
Sports are being sold for Southern 
wear right now, and proving just a 
trifle more popular than the brown and 
white combination. 


WANTED TO PURCHASE 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks ef shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 


IRVIN RUBIN 
“The House of Jobs’’ 
88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 

















HOTELS 





JUST WEST of BWAY 


D—_NEW YORK 
1000 ROOMS...EACH WITH RADIO 


BATH and SHOWER, CIRCULATING 
ICE WATER, LARGE CLOSETS 


ropus #50 UTES $600 














Camels and Beach Sandals 


PoMoNA, CALIF.—Three large cut- 
outs of camels were used in a display 
of beach sand slippers in Stoner’s Shoe 
Store here and attracted considerable 
attention. A large glass case was given 
a sanded floor and the ocean was paint- 
ed in the background. The camels, with 
their riders, were apparently passing 
along the sands of the beach. The san- 
dals were placed informally here and 
there in the foreground on the sand. 

A spotlight was directed on the big 
case which stood in the very center of 
the store in line with the front en- 
trance. C. Lewis, the manager, says 
this display sold more beach sandals 
than any other display ever tried. 


MERCHANTS’ NEEDS 








NEW MODERNISTIC 
TICKET 


With or without “SALE” 
print. 


Carried In-Stock 


Any assortment desired. 


Samples on request of all 
in-stock tickets. 


Coral background, orange and black trim, 


black printing. 


PRICE: With “SALB”’ Imprint: 
$1 


24 doz..... 2.75 

Blank tickets—same prices. 

Celluloid Profit Chart (Pocket Sice)—FRBEB 
—with order of 24 dozen. 


In-Stock—37 ‘‘SALE!*’ denominations. 
In-Stock—93 denominations with design only. 
15¢. per dozen additional for odd-price tickets 
ordered and not in stock. 


Postal Money order with order, please, 


Unless €.0.D. Shipment Is Preferred 
Merchant’s Service Dept. 


Boot and Shoe Recorder 
209 So. State St., Chicago, Il. 




















Shows Resort Footwear 


COLUMBUS, OHIO—The shoe depart- 
ment of the Fashion, of which Joe M. 
Ryan is manager, sponsored an unusual 
display of resort footwear in conjunc- 
tion with sports wear and matching ac- 
cessories during the first week in the 
year. White buckskins with either 
brown or black trims and white kids 
in pumps and oxfords were especially 
highlighted. 

For dressy types the display spot- 
lighted open-shank sandals in gold and 
silver kid and in fabrics for tinting to 
match gowns. Practically all of the 
sandals had high French heels and were 
in the medium vamps. 
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Manufacturers Boost Home Town 


Milwaukee, Wis.—Five local shoe manu- 
facturers sponsored an advertisement which 
appeared in the Milwaukee newspapers. The 
important part the shoe industry plays in the 
development of this city was neatly set forth 
as follows: 


In 1933 


Over Fifteen Million Pair of 
Milwaukee Made Shoes went 
into the Markets of the World! 


The shoe industry plays an important part in 
the industrial review of 1933 for this city. 
Quality footwear made here of fine materials 
in modern shops are worn throughout the na- 
tion. 

Some of the best known, nationally advertised 
footwear for men, women and children are | 
“MILWAUKEE MADE.” 

















Milwaukee produces shoes and slippers for 
street —dress—work—school — sports — fireside 
comfort and soft flexible shoes for growing 
children. 





i 8. & JAMES SHOE COMPANY 
of Modith Footwear tor Young Laden 






SIMPLEX SHOE COMPANY 
Maplechoore— Simpler Flenies” for Chidren 














WALTER BOOTH SHOE COMPANY 
Manctectwrers—"Crasby Square Shoes tor Mon. 












WEYENBERG SHOE MANUFACTURING CO. 
Mendacherere—"Witwel,” “Olympian,” “Bouleverd” Shows for Men, 


ALBERT H. WEINBRENNER CO. 
ManAectwrer of “Theregoed Shows. 











Managing Tom Brown Store 


JAMESTOWN, N. Y.—Wilton H. 
Anderson has been appointed manager 
of the Tom Brown Shoe Co., a unit of 
the Triangle Shoe Co., of Wilkes- 
Barre, Pa. Mr. Anderson formerly was 
proprietor of the W. H. Anderson 
Shoe Co., and previously had been 
identified with his father, Axel E. 
Anderson, in the retail footwear busi- 
ness in Jamestown for many years. 
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E. C. Smeltzer Ill 


INDIANAPOLIS, IND.—E. C. Smeltzer, 
secretary of the Indiana Shoe Trav- 
elers’ Association, suffered a severe 
heart attack recently and is confined to 
his home. His physician has ordered 
him to remain in bed for six weeks. 
Mr. Smeltzer is the traveling represen- 
tative for the Tupper Slipper Com- 
pany of New York. 


Neb. Clo. Co. Changes Buyers 


OMAHA, NEB.—M. W. Stephen, for 
several years head of the shoe depart- 
ment of one of the larger houses of 
Minneapolis, is the new manager of the 
shoe department of the Nebraska Cloth- 
ing Co. This store carries a large stock 
of better shoes for men, women and 
children. 








OBITUARY 





John E. Brick 


WILLIMANTIC, CoNN.—John Emery 
Brick, 74, founder of the Brick & Sulli- 
van Shoe Co., died at his home here 
after a long illness. Mr. Brick entered 
the shoe business in Willimantic in 
1890, conducting his store alone until 
1895 when he took into partnership 
Jeremiah E. Sullivan. The business 
has been conducted by Mr. Sullivan 
since Mr. Brick retired five years ago, 
although the latter retained an inter- 
est in the firm. Mr. Brick was promi- 
nent in civic, fraternal and industrial 
circles. His widow, one daughter and 
two sisters survive him. 





Frank Bailey 


MINNEAPOLIS, MINN.—F rank Bailey, 
who has been identified with the shoe 
industry for fifty-three years, was 
killed in an automobile accident Jan. 
4th on his way back to Minneapolis, 
after spending the holidays with his 
daughter in Chicago. 

Mr. Bailey was long prominent in 
the ranks of the shoe travelers associa- 
tions, and has held many official posi- 
tions in the Northwestern Shoe Trav- 
elers Association, among them that of 
president of that organization. 

His widow, one daughter and a sgn 
survive him. The passing of Mr. Bai- 
ley will be deeply felt by his many 
friends. 
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WIDENING VITALITY’S 


WITH AGRESSIVE NATIONAL 
ADVERTISING DURING 1934 


For the new year Vitality’s advertising appropriation has been substantially in- 
creased in expectation of an ever-widening acceptance of the value and quality 
represented in Vitality’s Charmed Circle. 


The 1934 campaign will comprise twenty-seven different advertisements 
throughout the year distributed in leading women’s publications reaching 
7,309,000 homes. The broad scope of the campaign with its complete 
schedule, large advertisements and immense circulation assures 
thorough coverage of the best potential market in the nation for Vital- 

ity Health Shoes. 


The campaign will again stress Vitality Health Shoes’ Charmed 
Czrcle of Smartness, Fit, Vitality and Economy which has proven 
so appealing to shoe purchasers everywhere. 


This campaign is definitely phases to aid you in the pro- 
motion of Vitality Health Shoes and to assist in creating 
popular acceptance so that the line will be a profitable, 

attractive line to merchandise. This powerful selling 

campaign combines with Vitality’s quality and rep- 
resentative stock service to make these shoes an out- 
standing proposition for progressive shoe merchants. 


VITALITY SHOE COMPANY , ST. LOUIS, MO. 
Branch of International Shoe Company 


VITALLT 


WOMEN’S MEN’S CHILDREN’S 
AAAA to EEE AAA to G Priced according 
Sizes 2to 11 Sizes 5 to 14 to size 
$6 and $6.75 $5 and $6 $2 to $5 


BOYS’..AtoE Sizes 1 to6..$4and $4.50 
SES 
(9) 
pas v Style-wise 
Vitality Growing Girls’ and find new foot-freedom 


Thrift Grade Shoes For 
Women...$5.00 


Nationally Advertised 
in 
VOGUE 


e 
LADIES’ HOME 
JOURNAL 


e 
McCALL’S| 
® 
PHOTOPLAY 
® 


GOOD 
HOUSE- 
KEEPING 








VITAALTY. 
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ALL OVER THE SOUTHLAND, 


On-the-spot observers; local shoe merchants and fashion 
reports all tell us so. Orders for white LEVOR washable 
kid prove it. 


Wherever summer clothes are being worn . . . and will 
be worn... “THE WHITEST WHITES” predomi- 


nate as the overwhelming first choice of smart 


Everything in apparel and accessories is white. 
The smart women wear white kid shoes from 
morning *til night — looking more beauti- 

ful, more striking, as their sun tan grows 

deeper and their LEVOR kid shoes 


keep their immaculate “whitest 


Ny 
by 
an 

os, whiteness.” 


G. LEVOR & CO., INC. 


Tanners over 








IT’S WHITE washable KID SHOES 


This is the infallible index to your shoe volume and to 
your best source of profits this year. May you always 
be as sure that you will sell other colors in the same vol- 
ume, over an equal period of months, and with profits 
so assured, as you will retail white LEVOR kid shoes 


this year with unprecedented success. 


Set a quota for yourself to sell 40% more white 


kid shoes than you did last year. Feature the 
pure, permanent whiteness of LEVOR tan- 
nage; the washability of this dependable 
leather . . . and you'll go over your 


quota! 


GLOVERSVILLE, N. Y. 


58 Years 
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fee ee Neutral i iipe 


% String-beige, which is selling in . 
volume for spring ready-to-wear, is a light neutral, midway between 
grey and beige. 













% Spring taupe, recommended by 
the Textile color card for spring shoes, is a neutral of medium tone, 
midway between grey and beige. 





% Brown taupe, the greyish brown 
recommended by the Textile color card for shoes last fall, is the 
darkest member of this same family. 







% Recognizing the smartness of 
brown shoes with beige clothes, we recommend, for wear with 
string-beige this spring, shoes of 


. ° a (No. 63 


trim med with 


Apring fF ciaibe No. 85 










Shoe design from 
Associated Stylists. 












This formalized sports 
shoe of Brown Taupe No. 
63 trimmed with Spring 
Taupe No. 85 is the perfect 
complement to string- 
beige costumes for all- 
occasion wear. 
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We're Sincerely Sorry— 


that the rush of eager buyers at the N. S. R. A. Show 
prevented our greeting each of our friends in the 
trade personally. Due to the limitations of space 
and our sheer inability to serve everyone, many of 
our friends were unable to place their orders or 


obtain the information wanted. 


We are ready to serve you now. Write and tell us 
your requirements and let us send you the samples 
you desire. We know you are anxious to display 
these new Tupper models for Spring, and deeply 
regret having caused you this delay, however unin- 


tentionally. 


But We're Very Proud— 


that the trade has accepted the Tupper Spring Line 
so enthusiastically. We knew every sandal was un- 
usually beautiful and distinctive. But we are proud 
that you agree with us, and thank you for your hearty 
endorsement, which establishes Tupper more firmly 
than every as a creator and manufacturer of superior 


footwear. 


TUPPER SLIPPER CORP. 


25 Lafayette Street Brooklyn, N. Y. 
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DEALERS PROFIT MOST BY 
PUSHING ONE GOOD LINE 





Round the World with Nu-Mode Gaiters 


Chicago, Illinois, 
December 28, 1933 
Gentlemen: 

Please rush this pair of Women’s 
Brown Nu-Mode Rubber Style Gaiters, 
No. 67310 at once. Just sold this party 
a pair of Black and also a pair of 
Brown, same thing. Leaving on a trip 
around the world. In addition to these 
two pairs of Galoshes, I sold her six 
pairs of $10.00 shoes. Some people still 
have money and do buy quality. How far 
would this customer get with cheap 
Rubbers ? 

Jones Treadeasy Shoe Shop. 


We Cooperate Heartily 


Altoona, Pa. 
December 30, 1933 
Gentlemen: 

We wish to take this means of thank- 
ing you for the wonderful cooperation 
you have given us in the year 1933. It 
has been firms like yours that have 
helped us through the depression. 

We feel confident that our business 
relations in 1934 shall be just as pleas- 
ant as in the past. 

Al’s Work & Sport Store. 


Just What is the Record 
for Ball-Band Footwear? 


Hardly a“‘day passes that doesn’t 
bring the Ball-Band factory a letter or 
two from a wearer, or a dealer, telling 
how long someone has used a pair of 
Ball-Band footwear. One now comes 
from a dealer in Missouri who says a 
customer has just brought in a pair of 
Ball-Band boots purchased 15 years 
ago. Another case comes to light of a 
Ball-Band user who purchased a pair 
of 4-buckle overshoes in 1926 and is 
still wearing them every winter on the 
farm and in the timber. In the course 
of a year hundreds of such testimonials 
are received. Rubber footwear, above 
all other merchandise, must give per- 
fect satisfaction. There are no custo- 
mers so bitter as those men or women 
whose feet suffer because some mer- 
chant let them go out of the store with 
uncomfortable, ill-fitting or short-lived 
footwear. Moral: sell Ball-Band. 


Send for “The Red Ball” 


It’s published by Ball-Band to help 
footwear dealers sell more merchandise. 
It is free for the asking. Simply write 
“The Red Ball,’ Mishawaka, Indiana. 














Ball-Band Factory One of the World’s Largest. 


When approaching the Ball-Band 
factory the visitor is very apt to ex- 
daim, “This must be one of the largest 
footwear factories in the world!” It is. 
Once inside, viewing the great areas 
of floor space occupied by offices, work- 
ers, machines, materials, stock rooms 
and laboratories ... one is apt to won- 
der just how big a place this Ball-Band 
factory really is. Well, if figures have 
any meaning, it might be interesting 
to know that there are 41 acres of 





floor space in the Ball-Band factory— 





1,759,118 square feet. If laid out flat, 
this floor space would cover a little 
more than twenty-two average city 
blocks. The long building at the left 
in the foreground is used for offices, 
warehouse, packing and shipping. It is 
fully equipped to give prompt service 
to 60,000 retail customers. It takes a 
lot of space, a lot of machines and a 
lot of people to supply the demand for 
Ball-Band footwear. But there are mil- 
lions of wearers who say, “Whatever 
it costs, Ball-Band is well worth it!” 





Many Advantages in Ball-Band’s 
Wide Variety 


Keen, up-to-date footwear dealers are 
finding out every day that it pays to 
concentrate their sales efforts on one 
good, satisfactory, fast-moving line. 
Ball-Band qualifies for first considera- 
tion on all three points. There are many 
reasons for this. One is Ball-Band’s fine 
reputation. For more than 40 years the 
Red Ball trade-mark has been the mark 
of better footwear and the Red Ball 
has come to stand fo# finer, better fit- 
ting, longer wearing footwear in the 
minds of millions of families. 

Then, too, by recommending, display- 
ing and advertising one brand well- 
known for its superior quality, the deal- 
er builds good will and creates customer 
confidence in the other merchandise in 
his store. His advertising is simpler and 
less costly and more effective. It takes 
less space and less time to advertise one 
line than it does to advertise two or 
three. At the same time he gets the 
benefit of Ball-Band’s consistent adver- 
tising in magazines of national circula- 
tion. There is less duplication of styles; 
less space needed for stock; less book- 
keeping; less mail to handle; less work 
keeping stock sized up; less chance of 
excessive carry-over of odds and ends; 
a better profit . . . all these are other 
good and sufficient reasons for concen- 
trating on this outstanding line. People 
remember one line better than they do 
several different trade names. When 
the line is Ball-Band there is an ad- 
ditional advantage in the wide variety 
of the line—Rubber, Leather, Canvas, 
and Woolen Footwear, and Fabric Sum- 
mer Sandals. Every member of the 
family can be fitted with Ball-Band for 
every season of the year. 

And footwear dealers should remem- 
ber another thing: you can’t “talk” a 
customer into continued purchase of a 
brand that doesn’t give complete sat- 
isfaction. Unless an item of footwear 
fits right, feels comfortable, keeps its 
shapely appearance, and gives satisfac- 
tory wear, there will be no repeat sales. 
But how often dealers have noticed that 
customers will stick to one brand year 
after year when they know they can 
depend upon it. After all, satisfied cus- 
tomers are a dealer’s best asset, his 








finest advertisement. 








This news page is published periodically by the Mishawaka Rubber & Woolen Mfg. Co., 280 Water St., 
Mishawaka, Ind., to keep merchants informed about the latest developments in BALL-BAND Rubber Foot- a 
wear .. . Canvas Sport Shoes . . . Fabric Summer Sandals ... Leather Work Shoes...and Woolen Footwear. & 75 
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Taupe Crushed Porcupine Calf 
Perforations punched through—Full kid lined 


$3.85 


TRUDY 


- SONYA ; 
Taupe Crushed Porcupine Calf Taupe Crushed Porcupine Calf 
Taupe Calf Vamp i Taupe Calf Vamp 
Perforations punched through—Full kid lined i : ’ Perforations punched through—Eull kid lined 
: $3.85 


$3.85 





NEUTRAL ¥ 
TAUPE 4 


JOAN 
Taupe Sand-shark Calf 


Perforations punched through—Full kid lined 


$3.15 


ANN 
Taupe Crushed Calf 


Perforations punched through — Unlined 
$3.00 


VANITY 
Taupe Crushed Porcupine Calf 


Perforations punched through—Full kid lined 


$3.65 
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CA Line and Selling 
Plan Created to Increase the Busi- 
ness of a Select Group of Retailers 


City Club and Park Plaza shoes and 


the selling plan behind them have been designed to meet your 
requirements as they are today. The experience we have gained 
during the past 25 years in the shoe manufacturing business and 
the scope of our organization makes it possible for us to present 
you with a line and selling plan that is particularly suited to your 
locality. Thousands of retailers know the advantage of having 
Peters as the manufacturer behind the merchandise they sell. 


See these new lines. i eee 
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